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| ORE hotel managers are bringing in the natural air from the gulf through use of 
{UNTER Zephair Cooling Systems. @ |Late surveys show that this form of natural 
ir conditioning is highly satisfactory to guests of many famous hotels like those 
pictured below. @ The El Jardin in Brownsville, the Nueces in 
Corpus Christi, the Sabine and Goodhue in Port Arthur are among 
the popular Texas hotels completely equipped on plans and specifi- 

cations furnished by HUNTER engineers. 


HUNTER FAN & VENTILATING CO.,Inc. 


Factory: FULTON, N. Y. 
General Sales Offices: Memphis, Sterick Bldg. Eastern Salea Office: New York, 92 Warren Street 
Weatern Sales Office: St. Louis, 1804 Pine Street 
Sales Offices: 
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Installation in plant of The Blanton Company, 
makers of ‘‘Creamo"’ Margarin, St. Louis 
. . Dennison-Loepker Electric Company, 
St. Louis, Electrical Contractors. 








Type FBX-Enclosed Cutout. Capacity: 2 to 
24 circuits. Use: Residential and small com- 
mercial installations where no switch control | 


Type LNT1P-Panelboard. Capacity: 4 to 42 
circuits. Use: Any installation where switch 
control of circuits at panel is preferred. 


Sy Type NR3G-Panelboard. Capacity: 4 to 32 
as : | circuits. Use: Any installation where only 

; | Jocal control of outlets is required, and 
larger size gutters are needed. 
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is required. 





























where one or more of the complete range of 


Fuse Type Branch Circuit 


EA)PANELBOARDS 


for LIGHTING and APPLIANCE 


use, will fill the bill exactly—meeting the approval of the architect, 
the contractor and the owner. Safety, modern protection and attrac- 
tive appearance are embodied in each panelboard. 


@ Panelboards are dead front safety type, built of standardized 
molded sections, installed in standardized cabinets. This standard- 
ization expedites production, improves the product and lowers the 
cost. They are available with either fuse only, or switch and fuse 
branch circuits. Because of the improved type of non-tamperable 
fuses, with greater time-lag characteristics, which hold on momen- 
tary overload, but blow on short circuit or sustained overload, maxi- 
mum protection—at moderate cost—is obtained. These safety-type 
panelboards, with cabinets, for flush or surface mounting, may be 
had with from 4 to 42 circuits. Boxes have ample knockouts in 
top and bottom, and ample gutter space for wiring. Adjustable 
supports permit an outward adjustment of 3/4,” for plumbing the 
panel, if the box is installed out of alignment. Fronts are attrac: 
tively finished in pearl gray lacquer. 


Prompt Dd be ni“: There is a wholesaler near 
* you who will make prompt 


delivery from stock ... Write today for his name and 








address and for complete catalog information... . 
Frank Adam Electric Company, St. Louis, Missouri. 
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“WET LOCATION” WIRE 
with 48 to 79% 


ESS WEIGHT 


HAZARD WATERTITE TYPE RW— for use instead of lead- 
sheathed wire in wet locations... eliminates lead wipes. ..makes 





installations simple... saves time, money and space. 
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FOR WET LOCATION WIRING you can’t afford to 
overlook all these advantages that HAZARD Watertite, 
Type RW, provides. 


Because it doesn’t need any lead sheath, up to 79% 
in weight is saved . . . which, of course, makes handling 
easier, installation faster, cost of job more economical. 
What’s more, Hazard Watertite is spliced like any other 
rubber insulation. When used in a duct, the naturally 
smaller diameter of HAZARD Watertite saves valuable 
space or reduces the size of the duct required. 


HAZARD Watertite is backed by laboratory tests of 
seven years under water with no great loss of the in- 
sulating qualities... plus hundreds of on-the-job per- 
formance records. In addition to this unusually high 
moisture-resistance, HAZARD Watertite Rubber Insu- 
lation is strong and tough. . . has a tensile strength 
of over a ton per sq. inch. 


HAZARD WATERTITE, TYPE RW, fully meets the 
requirements of the National Electrical Code, Section 
3035, for wiring in wet locations. 
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| HAZARD Watertite Lead Covered 
Type RW Type Rt 
Size 4/0 Size 4/0 
Approx. 
0. D. 78 84 
Inches 
Approx. 
Net Weight 814 Ibs. 1570 Ibs. 
Per M Ft. 
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Typical use of Hazard Watertite, Type RW, in a wet location. 
3 1/C 500,000 CM Hazard Watertite, 220 volts, used from 
transformer back through building wall and underground in 
pipe to next building in manufacturing plant. 


HAZARD INSULATED WIRE WORKS 


DIVISION OF THE OKONITE COMPANY 
Works: Wilkes-Barre, Pennsylvania 
Offices in Principal Cities 
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WATERTITE TYPE RW WIRE | 
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THE LINE goes round a world of ap- 
plications, — residential, commercial, in- 
dustrial . . . Two, three and four-wire 
Receptacles; 10 to 50 Amperes. Wide range 
of types for polarized connections. Radio 


Outlets, too. 


The bases are of molded materials, in- 
cluding brown Bakelite and cream-tinted 
white Ivorylite. The design and finish con- 


form to your rating of Arrow Quality. 

You need look no further for Recepta- 
cle developments to date. This group has 
every convenience-feature, plus all-in-one- 
line convenience in ordering. 


ARROW ELEGTRIG DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 
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West Virginia extension workers, utility folk, farmers and their families in session at the 
annual state rural electrification conference held in the new Jackson’s Mill laboratory. 


Rural Eleetrification Program 


That Really Gets Results 


B bigees a rugged farm territory 
where farm income per fam- 
ily averages well below $400 an- 
nually; add a public utility which 
has connected more than 2,000 new 
iral electric customers per year 
for five consecutive years; mix 
with a new version of the Golden 
tule; combine with a bit of fore- 
ght and comprehensive coopera- 
ion; season with a closely knit 
rganization, and you have — the 
winner of the 1940 Thomas W. 
Martin Rural Electrification 
\ward, typifying the most progres- 
sive rural electrification program 
any utility in the country for 
that year. 
The rugged territory is north- 
1 and central West Virginia and 
bits of Ohio, Virginia, and Mary- 
and; the utility is the Monongahela 
System, with headquarters in Fair- 
mont, W. Va.; the “new Golden 
Rule’ exhorts that “ye who would 
prosper, let first your customers 
prosper”; the cooperation may ap- 
ply to anything from sponsorship 


By William M. Corwin 


Three important cogs in_ the 
Monongahela System rural electri- 
fication program holding the 
Thomas Martin Award Plaque given 
their company for its effective rural 
electrification program. Left to 
right are William M. Corwin, di- 
rector of agricultural publicity; C. 
H. Leatham, vice president in 
charge of rural activities; and Roy 
W. Godley, the utility company’s 
agricultural counselor. 
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of a dairy cattle show and sale 
to publication of a house organ; 
the “organization” refutes the old 
adage, “Jack-of-all-trades, master 
of none.” 

Thomas W. Martin, Alabama 
Power Company president and 
donor of the award, has set forth 
a principle—that the job of the 
public utility is to make electricity 
work efficiently on the farm and 
in the farm home—of leading it 
beyond the provision of simple 
comforts and conveniences, to the 
point of aiding farm folk to make 
or save money, time, and labor. 
The Monongahela System has 
sought to meet that principle. 

To understand the Monongahela 
System rural electrification pro- 
gram requires a glance at two 
basic factors. One is the terri- 
tory served; the other, the rise of 
rural electrification in that terri- 
tory. Most of the farms served 
are on county-district roads which 
in winter time may be impassable. 
The “little red schoolhouse” is 
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still prominent, and educational 
standards fall short of those in 
many agricultural regions. Often, 
utilities need spend only minimum 
effort and time in presenting the 
educational side of their activities 
—concentrating instead on sales 
and related programs. In Monon- 
gahela System’s territory, educa- 
tion is the major undertaking, the 
job that must be done until rural 
and rural-urban borderline groups 
are made fully aware of the ben- 
efits to be obtained through adap- 
tation of electricity to their daily 
tasks. The Monogahela System 
must pioneer in rural electrifica- 
tion education, for the West Vir- 
ginia extension service and re- 
lated groups have no full-time em- 
ployes working on this problem. 

Prior to 1936, rural electrifica- 
tion was not considered of major 
importance by the Monongahela 
System and few indeed were the 
lines which branched into the farm 
districts. In that year, however, 
the company formulated a new 
policy with respect to rural elec- 
trification and liberalized its rural 
extension plan. Since 1936, more 
than 2,000 customers per year have 
been added, embracing in all about 
3,000 miles of new construction 
at a cost of more than $3,000,000. 
The program reached its climax in 
1940 with 2,269 new users on 546 
individual extensions, totalling 
392 miles. 

To be a good customer, the Mo- 
nongahela System reasons, a farm- 
er must first have operations 


One of the important activities of the Monongahela System 
in its rural electrification campaign has 
profit-building and labor-saving equipment to the attention 
of rural customers. Directly above for example are a few 
of the items on display in the “dairy center” maintained 
at the Jackson Mill Rural Electrification laboratory. The 
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where electricity will fit profit- 
ably and efficiently. He must 
have the money to buy the appli- 
ances to perform those operations 
and he must also have the funds 
to pay for the cost of operation. 
The Monongahela System creed is 
that unless a farmer can meet 
those requisities, electricity cannot 
be a profitable investment for him. 
Burdened with equipment and a 
large electric bill which he can- 
not pay, that farmer will become 
an enemy, rather than a friend 
of electricity. Therefore: “Build 
your customer first. Help him im- 
prove his present farm operations. 
Guide him in starting new ven- 
tures for which he and his farm 
are particularly adapted. His 
profits will rise. The utility will 
get its share of those profits in 
the sale of appliances, equipment, 
and current in proportion to the 
degree the farmer may prosper.” 
Thus, the Golden Rule: “If the 
company would prosper, it must 
first help its customers prosper.” 

What of agricultural advance- 
ment, of improving the “common 
good” that customers and potential 
customers may obtain more profit- 
able use of their current. The 
West Virginia utility employs an 
agricultural counselor and a rural 
home counselor to advise the farm 
folk on various phases of agricul- 
ture and homemaking. Their jobs 
are to help improve farming and 
living conditions, not sell electric- 
ity. It’s doubtful if few members 
of the company’s staff know less 


been to bring 


tion by any farmer handy with tools. 
pensive electrically heated poultry scalder. 


about electricity and its opera- 
tion than these two. There’s an- 
other special representative to co- 
ordinate the efforts of the two 
counselors with the regular com- 
pany field representatives’ duties 

It was the Monongahela System 
which pioneered electric brooders 
in its territory, that placed the 
brooders on actual demonstration 
with the farmers to prove the 
value of such appliances. It was 
the same company, too, working 
with the West Virginia University 
extension service, which perfected 
a low-cost electric scalder for com- 
mercial poultrymen. Widely pub- 
licized has been a low-cost farm 
refrigerator which can be built 
at home and which contains 34 
cubic feet of storage space, enough 


‘ ERAL PURFY 
‘ FARM ae 
ERIGERATOR. 


' Evecreic Warte Heater 
with Thermastat Cont 


company has also helped farmers obtain equipment fo: 
special purposes when such equipment was not availabi« 
commercially. Typical examples are shown at the right. 
Above: a 34 cubic foot refrigerator designed for construc- 


Below: an inex 
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fuch of the rural electrification activity reaches the rural 
customers through the younger people. Here for example 
‘re typical scenes. At left: county Four-H club boys proud- 
display toy electric motors which they built under guid- 
ce of Monongahela System representatives. 


r the average small farm. The 
mpany saw in the converting of 
ind-operated equipment to elec- 
cal operation through use of 
all fractional horsepower mot- 
s the answer to many a farm- 
s prayer, and followed up this 
vision by flooding its customers 
th specific plans, recommenda- 
ns and specifications for con- 
rting everything from the grind- 
stone to the churn to electrical 
ise, 
In 1940, on specific farms in its 
‘rritory which did not have elec- 
trie service, the utility cooperated 
with the homemakers in making 
actual studies of the cost of light- 
ing and cooking with old methods 
in comparison to the performing of 
the same tasks with electricity. 
The same year saw cooperative 
tudies with the state university 
taff launched to determine the 
ffects of ultra-violet light on poul- 
try production. 
But while looking to the future, 
he Monogahela System was en- 
gaged in the direct development 
f its load through sale of appli- 
ances and direct organizational ac- 
tivities. In 1940, the company sold 
3,223 appliances to its farm cus- 
omers, while other dealers, who 
fited much from the utility’s 
n promotion programs, sold 
ut 9,700 more. In the com- 
iy’s own sales list were such 
items as 664 electric refrigerators, 
lighting units — principally 
5 lamps, 633 radios, 376 irons, 
> washers, 73 new water sys- 
is, 73 electric ranges, 25 elec- 
heaters, 75 electric mixers, and 
} farm machines and miscellan- 
s pieces of equipment. 
0 promote the use of electric- 
the company maintained a 
age truck loaded with farm and 
ne electrical equipment to car- 


Center: 


ry the story of electricity to the 
rural districts through actual 
demonstration. Thirty individual 
demonstrations were held in 1940, 
attended by over 7,000 persons. 
The plan of each demonstration 
is to select a particularly well- 
electrified farm in a given area 
and invite the farmers from the 
surrounding area to attend. The 
company’s representatives demon- 
strated and explained the various 
pieces of equipment and home 
service workers served lunch to 
the group. 


Publications Used 
Advantageously 


Making electricity work better 
on the farm is the theme of 
Farm Chats, a four-page publica- 
tion that goes every month to the 
West Virginia utility’s 12,000 rural 
users. Supplementing it is a sub- 
scription list of 1,400 farmers to 
the national publication, Electricity 
on the Farm. Fifty-two weekly pa- 
pers in the company’s rural terri- 
tory receive an average of three 
advertisements (about 90 column 
inches) each month, promoting 
company services and appliances. 
Ten county fairs, West Virginia’s 
Farm and Home Week, and the 
West Virginia Buckwheat Festi- 
val, had exhibits of electrical 
equipment last year. 

The company’s own radio per- 
sonality, “Betty May,” thrice week- 
ly broadcast tips to farm women 
on better homemaking with elec- 
tric appliances. A special film 
on improved poultry production 
was shown to 20 audiences during 
the year. Agricultural experts of 
the utility staff addressed 36 farm 
groups as well as the state Farm 
Security supervisors. 

Then, there’s a broad field sum- 
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Agricultural Counselor Godley presents prize check to 
youthful winner of state Four-H ham and bacon show, as 
State Four-H Club Agent Boggs, right, looks on. At right: 
county winners of rural electrification project work are 
banqueted by the utility company. 


med up in the phrase—“coopera- 
tion with other agencies.” It was 
Monongahela System officials who 
helped organize West Virginia’s 
Rural Electrification Committee 
in 1937, composed of utility, agri- 
cultural] extension, and farm group 
representatives — the same com- 
mittee which later launched the 
annual state rural electrification 
conference, striving to bring about 
cooperation of all groups in help- 
ing the farmer do a better job 
with his electric service. With- 
out Monongahela System aid, both 
promotional, financial, and direc- 
tional, it’s very doubtful if West 
Virginia would now have its 
unique Rural Electrification Lab- 
oratory at its Jackson’s Mill Four- 
H camp, where farm families may 
see in actual operation the appli- 
ances and farm machines. 

It was the Monogahela System 
agricultural counselor who was re- 
sponsible for organizing the first 
West Virginia dairy cattle show 
and sale in 1939 and whose direc- 
tion made the 1940 show a marked 
success. The same holds for the 
state Four-H ham and bacon show 
and state purebred bull show and 
sale which would still be strug- 
gling, little-heard-of events with- 
out the Monongahela System pro- 
motion, prize money, and perse- 
verance. 

Youngsters attending fourteen 
county Four-H camps in 1940 re- 
ceived special instruction in care 
of electric equipment, in making 
toy motors and IES lamps, in re- 
pairing lamp and iron cords, from 
Monongahela System representa- 
tives. Cooperating with the West- 
inghouse company, the utility spon- 
sored special rural electrification 
projects in seven counties and was 


(Continued on page 52) 
























SALES record of 28 electric 
water heaters per 1,000 cus- 
tomers, as compared to a national 
average of only five, was one of 
the factors which brought the 
Modern Kitchen Bureau Water 
Heating Contest Award for second 
place to the Florida Power and 
Light Co. The increase in sales 
of electric water heaters over the 
preceding year amounted to 281% 
per cent. The power company’s 
part in establishing this sales rec- 
ord was largely promotional since 
independent appliance dealers ac- 
counted for more than 85 per cent 
of the water heaters sold. 
In order to appreciate the pro- 
motional job accomplished, and in 


Florida Water Heater Sales 
Win Annual Prize Award 


By E. M. Grout 


order to visualize to better advant- 
age the sales methods used, it 
might be well to briefly describe 
the company organization. 
Florida Power & Light Company 
serves approximately 116,000 res- 
idential electric customers. Tihe 
217 communities served are di- 
vided into 30 district offices which 
are located in four divisions. 
Sales personnel of the utility 
company, including four division 
sales managers, 30 district man- 
agers, 50 residential salesmen, five 
sales supervisors, 11 home econom- 
ists, seven dealer sales develop- 


ment representatives, 





COMPLETE ELEC 


Your Present Cost 


Lights and Small 


Appliances . . (_____) $______per month 
Method 

Refrigeration . . ( __.) $______per month 
Method 

Cooking . . . . (____) $_____permonth 
Method 

Water Heating . (_____) $_____per month 
Metbod 

ee (_____) $______per month 
Method 

—e (____) $______per month 
Method 

Te 2. i veiw «- heh 


Present Food Cost Per Month 


Number of Persons .. . . i een 





Meats 

(25% of Total) ... 5 a ae 
Perishable Foods 

See cs Soa S. a ones 
Canned Goods 

UZeR Tee. 2a we st G - 
Staples 

(12.5% of Total). . . a i ree 
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With the “THRIFTIER THREE” PLAN 
INSURES ECONOMY 


(This Estimated Saving Is $__ 


Place your own value on the time you will save each month by doing everything electrically, and add 
it to the total. That isn't all! Less laundering of curtains and less redecorating have a cash value, too. 


TRIC SERVICE 


Estimated Cost With “Thriftier Three” Plan 
Lights and Small 





Appliances ——KWH per month 
Refrigeration __KWH per month 
Cooking . . _— KWH per month 
Water Heating __™_ KWH per month 

eee ___KWH per month 
a __™_KWH per month 

Total outs —KWH per month 
—_——KWH included in Min. Charge $________ 
ee ee ne a ee wwe 
—___KWH at 3c . ———— 
—___KWH at l'%c . ee 


___KWH Total Estimated Cost 


MONTHLY SAVING 

In Quantity Bargain Buying (10% of 

Meats, Perishables and Canned 

Goods Cost) . . ee a 
Eliminating “Left Over’ Waste and 

Spoilage (“lc per meal per person) $____ 
In Less Food Shrinkage (*15% of Meat 

FO ae Oe ee 


, | ce ae ee ee ae ee 
Difference in Operating Cost a 
TON) 5 ae wp Oe = 





*(The average percent savings used above have 
been proven through actual tests by leading elec- 
trical manufacturers and economists.) 


per Year) 








This form appears in a booklet used advantageously by Florida Power 
and Light salesmen. Entitled “Your Thriftier Three Plan,” it enables the 
salesman to work out with the customer the approximate cost of opera- 
tion of major appliances in comparison with the sayings that will accrue 


to the customer through their operation. 
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salesmen, and six new construc 
tion representatives. 

Selective  all-service 
methods were used in promotin 
the use of electric service. An 
the cheapness, dependability an 
other advantages of electric ser\ 
ice were stressed in helping to dé 
velop the market for dealer appl 
ance sales and increased compan 
revenues. 

A “dealer development plan 
has been in progress for abou 
ten years. Last year, under th 
plan, dealers sold 96.1% of th 


total dollar volume of all resi- 


dential electric appliances sold i 
territory served by the compan 

Rather than concentrate on sp: 
cific uses of service during sho) 
campaigns the company promote 
all uses on a _ sustained basi 
throughout the year. Natural! 


water heating received its full 


share of sales promotion und: 
this plan. 

At the beginning of the ye: 
all residential sales members we! 


provided job analyses which out- 


lined specific duties to be pe 
formed by each type of sales en 
ployee during the year. The duti: 
of each were geared to secu 
maximum sales results. 

The residential salesmen, fi 
instance, each had an estimat 
annual revenue quota in each 
ten “use groups” 
tric water heating was included 
“Group No. 1 — Major Kitche 
Services.” In order to qualify f 
monthly “Plus Sales Job” prizes 
salesman had to: 


(1) Exceed quota in at least 
70% of the use groups pro- 
moted for the month. 

(2) Make 200 planned sales in- 
terviews of all types. 

(3) Make 130 major kitchen 
use presentations. 

(4) Prepare 100 Customer Rec- 
ord Forms (which listed 
type, condition and operat- 
ing cost of customer’s kitch- 
en equipment as well as oth- 
er future sales helps). 

(5) Present 25 written sales 
proposals and 

(6) Make 15 home demonstra- 
tions. 
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The salesman would call on a 
-ustomer and present her with her 
“Thriftier Three Savings Plans”’— 
, poeket size all-service visualizer. 
\ memorized six minute presenta- 
ion would be made at the time 
1e was going over the visualizer 
vith the customer. 

He would then offer to check 
er present appliances for her. 
fere he received most of the in- 
ormation which he later trans- 
‘erred to a permanent Customer 
Record form. In addition to the 
yndition of all kitchen appliances, 
e would obtain the number in the 
amily, type of job her husband 
ad, and other valuable sales in- 
yrmation. 

If the customer needed an elec- 
ric water heater—or evidenced an 
iterest in one, the salesman would 
iake a future appointment for 
1e purpose of analyzing the cus- 
mer’s bills completely. 

Prior to the next interview, the 
alesman would obtain the cus- 
ymer’s average monthly use of 
lectricity and average bill. He 
ould then ask the customer for 
er estimates of her monthly food 
ill and how much she spent on 
ompetitive water heating. They 
ould then work out together a 
st analysis of the account. The 
ilesman would re-emphasize the 
dvantage story of electric water 
eating, with the aid of the Mod- 
rn Kitchen Bureau Water Heater 


Visualizer, show the customer how 


ttle it would cost on the “Bar- 
iin Block” of the rate, and show 
y the figures obtained how the 
istomer was saving enough on 
er use of electric refrigeration 
id cooking to pay for her electric 
ater heating. 

If the sale could not be closed, 
1e Thriftier Three Savings Plan 
nd cost analysis were left with 
ie customer so that she could help 
) a selling job on her husband. 
sually, if the salesman thought 
iat the customer was a good 
‘“ospect, he would prepare a “deal- 
r lead” at this point and a dealer 
alesman would call back and 
iake the sale. 

New construction representa- 
ves operated in a manner similar 
) salesmen but dealt only with 
rchiteets, contractors, new home 
uilders, etc., and paved the way 
rr water heater sales in new 
ouses by seeing that they were 
vired for major appliances. Inci- 
entally, 85% of all new houses 
uilt in the territory served by 
he company were wired for elec- 
ric cooking and water heating. 
Home economists sold the ad- 
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All sales promotional material and activities, as exemplified by these 

attractive window displays, are designed to sell the “use value” of the 

appliance rather than any particular brand. As a result, dealers sold 
more than 85 per cent of the water heaters installed last year. 


vantages of heating water elec- school groups, fairs, and colored- 
trically primarily to the mass mar- maid cooking schools. They also 
ket through the medium of “cook- contacted individual customers 
ing schools,” floor demonstrations, (Continued on page 49) 
















Keep Promotion at High Level 


Defense industries and activities are causing a business 









boom in Jacksonville, reports Dealer Newsome, but to get 


66 ATIONAL DEFENSE ac- 

tivity in my city has in- 
creased the sale of electric refrig- 
erators and ranges by 50%,” says 
E. C. Newsom, president and gen- 
eral manager of the 40-year-old 
Jacksonville, Florida, furniture 
store which bears his name. “But 
this new business doesn’t just drop 
in our laps. Our intensive ad- 
vertising campaigns and aggress- 
ive merchandising policy is our 
assurance that we’ll get our share 
of sales resulting from increased 
national defense activities in this 
area.” 

As early as 1939 the Newsom 
store was considered just an aver- 
age dealer in the range, refrigera- 
tor, and appliance lines, but today 
the store’s volume is said to equal 
that of any other dealer in the 
South. 

In July and August of 1940, the 
store sold more refrigerators and 
ranges than during the entire year 


his share, a dealer must keep sales promotion in high gear. 


By Hinton Bradbury 


of 1939. And now in 1941 with 
national defense in full swing, the 
store’s volume from January 
through April shows an increase 
of 50 per cent over the correspond- 
ing period of the past year. 

Jacksonville’s payrolls have in- 
creased $15,000,000 monthly, it is 
reported, and Mr. Newsom says 
that the buying power is easy to 
feel if one advertises and merchan- 
dises in line with these trends. 

During April, Mr. Newsom or- 
dered one lot of ranges and re- 
frigerators which consisted of 
three car loads. This is the largest 
single order on record for the 
store and is believed to compare 
favorably with any order ever 
placed in this part of the country 
by a dealer. 

A large number of refrigerators 
and ranges are shipped direct to 
the customer in the original crate. 





National defense projects in and near Jacksonville, Florida, have brought 
about a tremendous improvement in business in that trading center. 
The appliance business is booming along with other lines as indicated 
here as E. C. Newsom, seated, president and general manager of Newsom 
Furniture Company, signs an order for three car-loads of ranges and 
refrigerators, one of the largest single orders ever placed in this terri- 


tory. 
ager, Raymond Ade, 
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Standing, left to right, L. H. Jones, 


appliance department man- 


n Kelvinator representative, Julian Newsom, advertis- 
ing manager, and C. K. Mizelle, credit manager. 
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Mr. Newsom has found this fea- 
ture, demanded by some custom- 
ers, popular with all. 

The store has two large front 
display windows and at all times 
the left window is devoted t 
range and refrigerator displays, a: 
well as a considerable amount ot 
floor space joining the window. 
“Our window is almost consider- 
ed our electrical department,” the 
manager says, “and sometimes i 
is filled with so many customers 
that they can hardly move around 
This creates a lot of interest from 
the outside, we have found, and 
the window idea proves more fav- 
orable every day.” 

A new record was established 
recently when 19 electric refriger- 
ators were sold to that number of 
different customers direct from 
the store’s display window in a 
single day. 

Newsom Furniture Company is 
one of the few range and refriger- 
ator dealers in this part of the 
state which will not deliver 
model to a prospective customer 
for demonstration or trial pur- 
poses. The management is very 
much pleased with this policy and 
refuses to make an exception. 

For advertising, the Newsom 
firm uses daily newspapers, radio, 
and circulars. All are used con- 
sistently, and each ties in with the 
other. The window and other dis 
plays are always in line with the 
current advertising theme. 

The store uses small ads, bu 
these are for appliances and smal! 
items. When there is an idea t 
put across to the people, the stor: 
uses half page and full page news- 
paper sizes. Circulars are mad 
for all merchandising events an: 
distributed by a service which cov 
ers every home in the city. 

At present the store has fou: 
spot announcements on a loca 
radio station each day. 

Weekly staff meetings proved s: 
helpful that now there are tw 
conducted each week, and a ma 
jority of the time is devoted t 
the discussion of sales and adver- 
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1940 KELVINATOR 


sing plans for ranges and re- 
igerators. 
The store purchased a portable 
ovie machine especially for store 
aff meetings, and the manage- 
nt offers much praise for its 
fectiveness. Sales representa- 
ves and officials of various dis- 
ributors and manufacturers are 
equent guests and are allowed to 
seuss their products and fea- 
res at length. Their suggestions 
e welcomed. 
Newsom Furniture Company’s 
rage and display space amounts 
29,000 square feet. The ware- 
use is situated only a few feet 

from the rear of the store. The 
nvenience of the warehouse 
iny times contributes to the sale 
some item which is not in the 
rrent stock or has been sold out. 
range, refrigerator, or appliance 
del which is missing from stock 
brought into the store within 
ve minutes. 
Newsom’s has a complete stock 
refrigerators ranging from the 
ree-foot to eight-foot size. These 
well as every model in the range 
e are on hand at all times. 
Newsom Furniture Company 
s been very successful with its 
ree-foot model refrigerator. In 
cent months a_ considerable 
iount of advertising has been 
voted to this unit, and sales 
ve been exceptionally successful 
tourist and auto courts, beach 
d summer homes, and apart- 
nts. 
Officers 


of the firm are E. C. 


_ 
~ 


E.C.NEWSO 
,FURN TURE Co 


tana 


Newsom, president; J. T. Newsom, 
advertising manager; L. H. Jones, 
manager electrical department; 
and C. K. Mizelle, credit manager. 

Mr. Jones, who governs activity 
in the electrical department, was 
connected with the Kelvinator fac- 
tory for a number of years. He 
gives all instructions to salespeo- 


TF) 





NEW be 
MEAKY 
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ple, and every person is required 
to familiarize himself with the 
product thoroughly before a sale 
is attempted. 

Mr. Jones makes a personal visit 
to every Newsom customer who 
buys an electric range, especially 
if the customer has never owned 

(Continued on page 16) 





New Rural Lines Provide 
Dealer Opportunities 


By O. 


URAL communities in which 

new REA or private utility 
electric lines have just been in- 
stalled represent the best field for 
the sale of electrical refrigerators, 
according to E. Tanner, owner of 
the Tanner Electric Co., Reno, Ok- 
lahoma. 

Mr. Tanner has proven the cor- 
rectness of his statement through 
a heavy increase in sales of elec- 
tric refrigerators and other elec- 
tric appliances since REA lines 
were spread over that section of 
the state. He believes he will 
double his sales of refrigerators 
during the present summer over 
his record for a similar period of 
last year. 

Asked how he expects to accom- 
plish this, Mr. Tanner said that 
he is judging from his record of 
sales since April of this year as 
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D. Hall 


well as from economic conditions 
and crop prospects. Sales from 
April first to the middle of June 
showed a 50 per cent increase over 
last year for a similar period, he 
asserted. 

“Money is fre’er, unemployment 
is greatly reduced, and farmers 
have good crop prospects with in- 
dications of better prices, “con- 
tinued Mr. Tanner. “They are feel- 
ing the benefits of the farm aid 
plan and money from the enor- 
mous national defense spending 
program is beginning to circulate 
freely, yet with all this our sales 
would not increase if we sat back 
and waited for prospects to sell 
themselves on the advantages of 
electric service.” 

Two salesmen, retained on a 
combination salary and commis- 
sion basis, call at the homes of 
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E. Tanner, of Reno, Oklahoma, finds a large number of his appliance 
prospects in the rural areas where new electric lines have just been 
constructed. He features a five-day refrigerator trial plan. 


customers and prospects in El 
Reno and throughout the county. 
They do not carry refrigerators 
with them but bring their better 
prospects into the El Reno or 
Union City display rooms. 

If a prospect shows sufficient 
interest, the Tanner Electric Co. 
places a refrigerator in his home 
on five days free trial. The re- 
frigerator is transported to the 
home of the prospect, properly in- 
stalled, and left there for the five- 
days period without any obliga- 
tion to the householder. With it 
also is left a refrigerator recipe 
book, beautifully illustrated, and 
containing recipes for many at- 
tractive dishes which can be pre- 
pared, or better preserved, in an 
electric refrigerator. Whether she 
buys or not, the housewife receiv- 
es this booklet as a permanent 
gift and a constant reminder of 
the advantages of electric refrig- 
eration. 

Tanner salesmen, however, have 
not found it profitable to go about 
ringing doorbells on “cold can- 
vass.” 

“We follow no cold trails,” says 
Mr. Tanner. “We get all of our 
sales and prospects from or 
through our regular customers. 
Our only other sources for pros- 
pects are radio and newspaper ad- 
vertising. 

“We do everything possible to 
keep our customers satisfied,” con- 
tinued Mr. Tanner. “When we sell 
a refrigerator, or other large ap- 
pliance, we call the next day to 
see if the merchandise is working 
properly and if the customer fully 
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understands its operation. Then 
we call on an average of twice a 
month thereafter to see that every- 
thing is in good working order and 
whether or not the customer is 
getting the best possible results 
from the appliance.” 

The Tanner Electric Co. has sev- 
eral other methods of keeping its 
customers happy. While this writ- 
er was in the company display 
room at El Reno a customer came 
in and reported that his home ra- 
dio was out of order. Mr. Tanner 
not only sent out a service man, 
but he volunteered to lend a good 
portable radio to the customer un- 
til his own appliance could be re- 
stored to good working condition. 
The customer walked out of the 
store with a portable radio under 
his arm. Mr. Tanner says that 
this is a common practice in con- 
nection with all appliances which 
get out of order. Even electric 
refrigerators are loaned and in- 
stalled free while a home-owner’s 
appliance is being serviced. 

Asked if his company merely 
puts on spring and summer re- 
frigerator campaigns or pushes 
their sale also in the fall and win- 
ter, Mr. Tanner replied: “Our cli- 
mate in Oklahoma makes year- 
around refrigeration not only nec- 
esary but economical, Therefore 
our salesmen always are talking 
electric refrigerators.” 

The free distribution of souve- 
nirs is an every day practice with 
the Tanner Electric Co., both to 
visitors to its display rooms and to 
housewives visited by company 
salesmen. 





Kitchen Trained Salesmen 
Asset to Sales Force 


By S. W. Ellis 


to cook on electric range 
and in electric roasters, how t 
freeze desserts in electric refrig 
erators, how to wash in electri 
washers and iron on electric iron 
ers—this is one of the reason 
why the Electric Appliance and Re 
frigerator Company, Little Rock 
Arkansas, enjoys a fine year-roun 
volume on all kinds of home ap 
pliances. 

In addition to having this well 
trained sales-force that is reall 
able to talk the housewife’s ow) 
language, this dealer also display 
in the store one of the most beau 
tiful all-electric kitchens to b 
found anywhere in the state. Th 
setup includes range, dish-washer 
refrigerator, water heater, wash 
er, ironer, small electric appli 
ances, and handsome built-in cab 
nets, which play their part in mak 
ing the prospect want a new] 
equipped modern kitchen. 


J. E. Covey, owner and manag- 


er, says that the electric dish 
washer is exceptionally fascinat 


ing, even though not many of them 


have been sold in this territory 
“Women who see it usually fe« 
that it is the last touch in kitche 
perfection, even though they cor 
clude that they should first own 
refrigerator, range and washe1 
Our display goes a long wa 
toward selling complete electr 
kitchens unit by unit.” 


Salesmen Stage Demonstration: 


Because the entire sales force 
of this alert dealer is familiar wit 
the housewife’s work, they hav 
an invaluable contact with wome 
and capitalize upon it by holdin 
demonstrations before clubs. 

“We find that such demonstr: 
tions, where complete meals a1 


cooked on our range or in our 


electric roaster, pull better wh¢ 
made in a private home,” said M 
Covey. “The club or group of 
women assembles at a home, fur! 
ishes the food and the cookin 
utensils, and we furnish the elec- 
tric range or the roaster, do th 
cooking, and serve lunch. 
“Women are always highly e 
tertained with cooking done by 
man. And when they see a mz 
handling a range or roaster skil!- 
fully, that piece of equipment has 
taken on new value for them. Tw 
(Continued on page 48) 
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MERCHANDISING MEMOS 


Spotlighting some pointed 
appliance sales suggestions 


By Roy A. Palmer 
Merchandising and Advertising Manager, 
Duke Power Company, Charlotte, N. C. 


Yy URING most of this year, ap- 
ii pliance salesmen have had 
ieyday. Sales records have 
2n topped because of the great 
mand on the part of the public. 
Government restrictions have 
down the number of appliances 
that a salesman’s volume for 

he last quarter will be reduced 
considerably. This naturally cre- 
ates a question as to what will 
be the situation in 1942. No doubt 
re will be further curtailment, 
slower deliveries, fewer models 
and substituted materials, all of 
ich add to the salesman’s trou- 
[hese troubles may be serious 
nough but a good salesman won’t 
t obstacles keep him from mak- 
ing a living. One of the charac- 
ristics which make up a good 
lesman is resourcefulness. When 
competition is keen, when the go- 
ing is hard, he draws upon his 
‘resourcefulness to get him over 
t hump. He finds new ways 
and means to meet a situation; he 
ks new avenues of approach; 
brings new supplies of sales 
ammunition for his selling pro- 
‘am. In short, he uses his think- 
ng machine more than ever be- 


Most appliance salesmen have 
ome specialty salesmen. That 
is, they concentrate their selling 
nm refrigerators or some other sin- 
appliance rather than a group 
appliances. That’s perfectly 
atural. By so doing, there’s only 
me story to learn to tell. It’s 
ier to develop special skill in 
he sales presentation. Prospect 
sts are simpler and easier to 
ce up. In many ways, it makes 
more efficient and effective 
selling. But things may be differ- 
next year and now is the time 
plan a program accordingly. 
Vhile appliances may not be 
failable in the quantities that 
ve would like to have them, the 








a 


quotas allotted by manufacturers 
give us a number of different ap- 
pliances. Instead of the salesman 
being a specialist in refrigeration 
alone, for example, he should equip 
himself to sell all of the appliances 
which he has available. If he 
can’t get deliveries on refrigera- 
tors, he perhaps can obtain a vari- 
ety of small appliances. Toasters, 
mixers, coffee makers, heating 
pads, waffle irons and other similar 


GALES INGLES 


SAM GETTEM WAS A SALESMAN 6BOLD- 
HE KNEW, TO DO HIS BEST — A LOT 
DEPENDED ON THE WAY IN WHICH 
HE WORE HIS CHEST— 








WHEN HE WENT OUT TO MAKE HIS CALLS- 

HE KNEW WITHOUT A DOUBT~- HE'D MAKE 

MORE SALES AND EARN MORE DOUGH 
IF IT WAS STICKING OuT ! 





MIKE MISSEM LOST A LOT OF SALES~ 

HG WASNT VERY BRAVE -HE DIDN'T 

KNOW WHAT GETTEM KNEW HE WORE 
HIS CHEST CONCAVE - 
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small appliances will build up the 
commission check to a surprising 
degree, if effort is put behind 
them. 

It’s no easy job for some sales- 
men to get away from the con- 
centrated routine of specialty sell- 
ing and to broaden out into a 
wider field. It means that some 
studying must be done to learn 
the sales features of other appli- 
ances. More calls must be made 
because more unit sales are need- 
ed to equal the commissions on 
major appliances. 

Small appliances are not the 
only items that can be included 
in the broader selling program. 
If a man has specialized on re- 
frigerators, he perhaps can include 
washers and ironers. If he has 
specialized on washers, probably 
there’ll be some electric ranges 
available. 

Selling a variety of appliances 
and lighting equipment gives a 
salesman more assurance that he 
will have something he can deliver 
to his customers. It may be con- 
fusing and somewhat formidable 
to some specialty salesman, but he 
can render a service to his cus- 
tomers, retain old contracts, make 
new friends. 

There are a lot of advantages 
to such a program. Certainly, it 
requires organizing ability to set 
up a program to include those 
items which can be delivered by 
manufacturers under today’s con- 
ditions, That’s good training for 
any man. It means that the sales- 
man should analyze the needs of 
the customers in his territory so 
that he can project his selling ef- 
fort to the proper prospect with 
the appliances that are available. 
Because an all-around selling pro- 
gram means more calls on more 
prospects, the salesman develops 
a greater clientele which canbe 
of great value to him when the sit- 
uation eases up and manufacturers 
are again able to deliver appli- 
ances in normal volume. 

Now is the time when resource-” 
fulness is needed to boost morale 
and commission checks. All man- 
ufacturers have had their material 
supplies reduced and some of them 
may have had vital supplies cut 
off entirely, but most of them will 
be able to supply their customers 
to some extent so that by doing an 
all-around selling job, too great a 
cut in income can be avoided. 
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Modernization Takes Up the Slack 


When the new construction season rush levels off, Miami 
Beach Electric Co. finds off-season business in the mod- 
ernization of older buildings by relighting and rewiring. 


HE LEVELING off of seasonal 
peaks and valleys presents a 
serious problem to electrical con- 
tractors. In order to mend this 
break in the line of its operating 
efficiency, the Miami Beach Elec- 
tric Company of Miami, Florida, 
recently has been conducting a 
relighting and rewiring campaign. 
“When the building season is 
in full swing,” explains O. V. 
Scott, one of the company’s co- 
partners, “we require a large work- 
ing force. Yet, as soon as the rush 
of completing new construction is 
over, either we must take off the 
payroll good men we'd like to keep 
or we have to have other jobs 
waiting for them. 

“A large percentage of the build- 
ings in our immediate vicinity 
were erected 15 to 20 years ago. 
Many of them need rewiring and 
other improvements to their elec- 
trical systems. It is to this source 


Typical of some of the relighting and rewiring jobs 


that we look for off-season 
business.” 

The older office-structures, Mr. 
Scott points out, have to compete 
with newer ones in getting and 
holding tenants. Better lighting 
and lighting-control go a long 
way toward keeping present ten- 
ants happy, and attracting others 
to fill vacancies. Many offices 
are rented to professional men, 
who in their turn have to sell their 
facilities, as well as themselves, 
to their clients or patients. 

Industrial plants must achieve 
maximum production and elimi- 
nate all unnecessary hazards to 
workmen. In striving for both of 
these objectives, ample illumina- 
tion is essential. And merchants 
in all lines of business have come 
to recognize the important part 
lighting plays in selling and in 
display. 

During the 


our 


past summer the 


firm has effected the electrical 
modernization of one of Miami’s 
largest office buildings, the three 
lower floors of another, and one 
of the city’s principal newspaper 
plants. 

The production of a daily news- 
paper is high-speed industry. It 
includes the precision workman- 
ship of many skilled crafts: photo- 
engraving, linotyping, stereotyp- 
ing, type composition and power- 
press operation. Precision crafts- 
manship requires the best light 
obtainable both as to quantity and 
quality. 

Recently, the Miami Herald un- 
dertook the enlargement and the 
modernization of its building, 
which houses all departments— 
business, editorial and production. 
When completed, it will be made 
up of both new and old construc- 
tion. 

A daily newspaper hardly can 
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p completed by Miami Beach Electric Co., in 
their modernization campaign, is this installation in the composing room of a newspaper. 
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hang out a sign reading, “Closed 
during alteration.” Therefore, the 
electrical work involved must be 
ne in sections. ‘ 
At the time of writing (mid- 
ly) Miami Beach Electric was 
engaged in the installation of a 
f!norescent lighting-system for the 
per’s composing room. Here, 
plans call for the replacement 
old-style lighting with 195 in- 
strial luminaires. 
Each of these fixtures contains 
o 40-watt fluorescent lamps and 
designed for end-to-end place- 
nt. In this case, the arrange- 
nt provides for 13 rows, each 
itaining 15 two-lamp units—a 
tctal of 15,600 watts. 
The portion of the building in 
ich the composing room is lo- 
ed is old construction, and 
refore the job included rewir- 
. This part of the work re- 
red 5,000 ft. of No. 12 wire. 
he business offices, which are 
rried to a two-story height, will 
illuminated by 33 “down lights” 
750 to 1,000 watts each. One 
1undred thirty-three fluorescent, 
3-lamp luminaires, each containing 
one 30-watt and two 40-watt lamps, 
illuminate the editorial offices. 
When electrical installations are 
completed, the building will boast 
600 to 700 new lighting fixtures 
—a majority of them fluorescent. 
Just previous to beginning the 
Herald job, the company finished 
the electrical modernizing of the 
10-story First National Bank build- 
ing and of the Miami quarters of 
the Florida Power & Light Com- 
pany, located in the Ingraham 
Building. 


Typical Installation 


The problem faced by the First 
National is a typical one. Erected 
7 years ago, the building now 
mpetes with newer construction 
\ffering tenants such conveniences 
efficient lighting and air-con- 
itioning. In order to meet this 
ompetition on more even terms 
le Management moved to revamp 
entire electrical setup. 
Miami Beach Electric’s part in 
he program was the installation 
‘new wiring. This included wir- 
ing provisions for air-conditioning 
| a change-over from a single 
) a three-phase, four-wire sys- 
, putting each office on a sin- 
circuit. 
he scope of the job best is in- 
icated by its requirements in the 
‘ of material. Approximately 
70,000 ft. of No. 12 wire and 20 
cCircuit-breaker panels were em- 
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Among the large electrical modernization installations completed recently 
by the Miami Beach Electric Co. was the complete rewiring and rewiring 
of the Miami headquarters of Florida Power and Light Co. Above is a 
view of the FPL spacious lobby showing the 1500-watt semi-indirect 


luminaries suspended directly underneath the 
Below, typical lighting installed in bookkeeping 


conditioning outlets. 


“Anemostats” or air 


and other working areas. 


ployed for the installation. The 
conduits were embedded in the 
concrete of the building’s con- 
struction, making the desired wir- 
ing changes impractical except 
through use of small-diameter 
wire. 

At the Ingraham Building, in 
addition to offices in other parts 
of the structure, FPL occupies 
the three lower floors. As at the 
First National, electrical improve- 
ments here encompassed wiring 
facilities for air-conditioning and 
a change from single to three- 
phase wiring. 

The utility’s street-level quar- 
ters include a large display room, 
at the rear of which are the credit, 
cashier’s, contract and adjustment 
departments. To transact routine 
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business, FPL patrons must make 
a round-trip through display-aisles. 

In order to increase customer- 
comfort, to high-light the elec- 
trical merchandise shown, and to 
encourage its leisurely inspection, 
the area was air-conditioned and 
re-fixtured. Before-and-after light 
tests demonstrated that the twen- 
ty-eight 1,500-watt, semi-indirect 
luminaires installed raised the il- 
lumination-output 200 per cent. 

For the purpose of adding eye- 
appeal to the dual installation of 
lighting fixtures and air-condi- 
tioning, Miami Beach Electric com- 
bined the former with the “Ane- 
mostats” for the latter. At the 
same time, the firm worked out a 
problem created by the building’s 
construction. 
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O. V. Scott, partner in Miami 

Beach Electric Co., photographed 

while supervising lighting installa- 
tion on a housing job. 


Between the sales-room ceiling 
and the slab of the floor above 
there is a 4-foot space. Into this 
the air-duct was installed. Ex- 
tending downward from flanges 
attached to the floor-slab by ex- 
pansion tampin shields, half-inch 
conduit passes through the duct, 
the ceiling below and the Anemo- 
stat. Connection to fixtures is ef- 
fected by reducing hickeys. Cuts 
in the duct were, of course, sealed 
up around the conduit. 

For the upper floors, the nature 
of the work carried on determined 
the type of lighting installed. In 
the billing department, where 
bookkeeping machines are used, 
fluorescent lighting was selected. 
The installation consists of 20 four- 
lamp (160-watt) fixtures, result- 
ing in an even light-spread over 
the entire work-area. 

In the other offices where light- 
ing requirements are not as ex- 
acting, approximately one hundred 
500-watt indirect luminaires, 
spaced 9 ft. apart on centers, re- 
place old-type fixtures. The lat- 
ter, by the way, were salvaged for 
use in other parts of the building. 

Mr. Scott believes that the re- 
wiring field is wide open for elec- 
trical contractors who go after 
the business. Owners who can 
see the advantages of giving the 
exteriors of their property an ex- 
pensive job of “face-lifting,” 
should not be too hard to convince 
of the benefits accruing from elec- 

















trical modernization. In many 
cases, the owner’s electrical main- 
tenance-expense will prove to be 
the contractor’s best salesman. 
Any extra effort necessary to 
the selling of “quality” materials 
is well invested. Unless the own- 
er is “price-conscious” to the point 
where no other considerations in- 
fluence his buying decision, both 
he and the contractor will profit 
by an easy-to-understand explana- 
tion of quality-differences in wir- 
ing, switches and lighting fixtures. 
“Not long ago,” Mr. Scott re- 
calls, “I was invited to give, at a 
luncheon club, an informal talk on 
residence wiring. In the course 
of my presentation I pointed out 
that in electrical work, as in any- 


.thing else, one usually gets no 


more than he pays for. As an ex- 
ample, I went into detail on the 
differences in owner-satisfaction 
between a light switch costing a 
few cents and a mercury ‘silent’ 
switch. 

“After the meeting was over 
one of the club members, for whom 
I recently had done a job of resi- 
dence wiring, on a competitive bid, 
asked me about the switches I 
had installed for him. I told him 
that he had gone into the market 
for electrical work on a price-basis 
and his switches were a good 
grade but not the best. 

“‘T want those mercury switch- 
es,’ the customer told me. ‘Put ’em 
in and send me the bill.’ ” 





T. E. Stadig, partner in Miami 
Beach Electric Co., prepares to call 
on a prospective customer to sell 
him the advantages of electrical 
modernization. 
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The Miami Beach Electric Com- 
pany, which is located at 629 N. W. 
7th Street, in Miami, and not at 
Miami Beach, was established in 
1933. Mr. Scott, who is much in- 
terested in contractor-organization 
work and has served as president 
of his state association, practical- 
ly was brought up in the electrical] 
contracting business. He obtain- 
ed his initial training with his 
father, R. N. Scott, of the firm still 
operating under that name at Nor- 
folk, Va. 

T. E. Stadig, Scott’s partner, 
also has been identified for prac- 
tically all his life with various 
branches of the electrical business. 
He came to Miami from Minneap- 
olis 16 years ago. 





Keep Promotions at 
At High Level 
(Continued from page 11) 


an electric range previously. At 
this time, the demonstration is 
conducted, and many times the 
electrical department manager has 
cooked a complete meal for the 
new owner. 

Newsom’s has several thousand 
furniture accounts, and customers 
who visit the store weekly and 
monthly to pay on their bills are 
the source of many a sale. Terms 
have always been kept as lenient 
as possible although they now con- 
form to the new requirements. It 
is admitted that every person is 2 
liability before he or she enters 
the door, but it has been an invest- 
ment in the form of advertising. 
Those persons who have accounts, 
whether large or small, are serv- 
ing a two-fold purpose and are re- 
garded as among the most desir 
able prospects. 

The store does not have bill col- 
lectors and all accounts are pay- 
able at the store. In case a per 
son makes a purchase with $50 % 
be in terms, this means 50 visits 
to the store in the future. Almost 
50 different arrangements of mer 
chandise will be before the cus 
tomer’s eyes, and a very small per 
centage of the number fail to mak 
additional purchases during visit 
to the store, it is pointed out. This 
assures a steady flow of traffic. 

Credits are given rigid tests 
and in this manner returns ar‘ 
kept at what has been called a 
very satisfactory minimum. Th 
store is a member of the Jackson- 
ville Credit Men’s Association and 
also a subscriber to Dun & Brad- 
street’s service. 








Leaves from a Notebook on 


FLUORESCENT LIGHTING 


The industry and the public has received many 
erroneous ideas about Type F lamps. Here are a 
few statements that somebody ought to question. 


661XQLUORESCENT lamps have a 
rated life of 2,500 hours”— 
fow about the 100-watt with av- 
rage rated life of 2,000 hours, 
nd how about the 14-watt with 
.verage rated life of 1,500 hours, 
nd how about that adjective “av- 
rage’? That adjective is most 
nportant, for lamps are rated on 
1e basis of an average life, not 
idividual lamp life. It’s still 
rue of fluorescent as it has al- 
ays been for incandescent that 
mps are like people—some die 
oung, others live too long, but 
1e average life is known and 
irnishes the basis for most in- 
irance companies’ rates. (See 
ig; 2.) 
Some fluorescent lamps last 
any more than 2,500 hours if 
that is their rated life—others do 
ot do so well; but the average 
fe of a sufficient number to be 
indicative will be 2,500 hours. The 
o-called mortality curve in Fig. 
| is just another way of showing 
iis fact graphically. From this 
irve, it is possible to predict how 
iany lamps will be in operation 


10 20 30 40 50 60 70 


80 


out of a group at various hours of 
life under normal conditions. 

“Under normal conditions” 
that qualification is always neces- 
sary, for the life of any fluores- 
cent lamp is affected by frequency 
of starting, also by voltage, ambi- 
ent temperature, auxiliary charac- 
teristics, etc. 


ca 
By O. P. Cleaver 


Commercial Engineering Dept. 
Westinghouse Electric & Mfg. Co. 
Bloomfield, N. J. 


This is the second part of 
the series of brief notes relat- 
ing to design, operation and 
maintenance of fluorescent 
lamps, which began in the 
September 1941 issue of 
ELECTRICAL SOUTH. 
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PER CENT OF AVERAGE LIFE 


=== MORTALITY CURVE FOR WHITE MALES , US. CENSUS 1930 


MORTALITY CURVE FOR MAZDA F LAMPS. 


fig. 1. These mortality curves show how closely the life of a fluorescent 
lamp can be compared to that of a human being. Some lamps may burn 
many more than the average of 2500 hours attributed to Type F lamps. 
On the other hand, others may not do as well. The life of Type F lamps 
-annot be predicted as accurately as that of incandescent lamps because 
the life of a Type F lamp is affected by such things as frequency of 
starting, voltage applied, temperature, auxiliary’s characteristics, etc. 
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RELATIVE ENERGY DISTRIBUTION 
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Fig. 2. The relative energy distri- 
bution of a Type F and incandes- 
cent lamp are compared in this 
diagram. Note especially that the 
radiant energy, which has a con- 
siderable effect on bodily comfort, 
is reduced to only 27% in the 
Type F lamp in comparison with 
67% for the incandescent lamp. 


“Fluorescent lamps are cool to 
the touch.” Touch a 40-watt lamp 
near the base and then repeat the 
above statement without an 
“ouch!” Of course, they are cool- 
er than filament lamps because 
they are more efficient and the 
area of radiation is greater. Cool- 
ness is relative anyway—isn’t it? 

Fluorescent lamps, like people, 
are sensitive to surrounding tem- 
perature. They thrive at 80° F., 
and operate satisfactorily at tem- 
peratures as low as 50° F., but 
with reduced light output. If 
thermal switches are used; if 
lamps are protected from drafts; 
and if voltage conditions are right; 
then they may perform at 32° F.— 
but again they may not, so beware 
when icicles form. Switching to 
the other end of the thermometer 
—high temperatures also reduce 
light output, so don’t consider 
Type F lamps for bake ovens yet! 
Why does temperature cause all 
this trouble? It all goes back to 
the arc discharge which produces 
the ultra-violet that causes the 
powders to produce the light. It 
seems that temperature affects the 
quantity and the wavelength of the 
ultra-violet produced — tempera- 
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Table 1—Effect of Various Colors of Fluorescent Lighting on Human Skin. 











(Illumination. Level on Skin — 50 fe.) 













































(100-Watt) 
Description Daylight Mazda F 3500° White Mazda F| Soft White Mazda F Filament 
Untanned Skin: Pale—slightly grey Sallow—slightly Enhanced Yellowish— 
greenish for older appearance of 
skins slight tan 
Observer’s Rating: Fair Acceptable Preferred Good 
Tanned Skin Greyish Tint Intensified Greenish Healthy Glow Intensified 
(Medium) : tint—very sallow reddish tint 
Observer’s Rating: Fair Fair Preferred Fair 
Deep Pigmentation: Intensified Greyish Intensified Greenish Healthy Glow Deep Rich Brown 
tint tint—very sallow 
Observer’s Rating: Poor Fair Good Preferred 
Sunburned Skin Slightly reddish— Tanned appearance Slightly reddish Very red 
ed): purple tint 
Observer’s Rating: Fair Preferred Good Poor 
Untanned Skin— Over-emphasized Makeup greyed— Blended skin and Intensified makeup— 
light makeup: makeup in contrast |sallow skin appearance| makeup—improved slightly sallow 
to skin appearance appearance 
Observer’s Rating: Poor Fair Preferred Good 
Untanned Skin— Further over-empha- | Sallow appearance of Enhanced skin Slightly sallow 
heavy makeup: sized—very pale skin unpainted skin and makeup 
intensified 
Observer’s Rating: Poor Fair Preferred Good 




















mental, yes, but what can you do 
about it? 


“Fluorescent lamps are so cool 
they cut air-conditioning bills in 
half.” In the first place, the light- 
ing is only a minor part of the 
heating load on most air-condition- 
ing systems, hence, fluorescent 
couldn’t perform this miracle of 
reducing costs, even though the 


lamp is about twice as efficient 
as the filament lamp it might nor- 
mally replace, and even though’ it 
does produce about 1/4 the radi- 
ant energy per light unit. (See 
Fig. 2.) 

Just remember that a watt is a 
watt when it comes to air-condi- 
tioning, regardless of whether it 
is a watt of filament or fluorescent 
lighting. One kilowatt hour is 
equal to 3415 btu, and if you want 








Table 3—Effect of Various Colors of Fluorescent Lighting 
on Meats, Fruits and Vegetables 


(Illumination Level — 50 fe.) 





; Daylight 3500° White Soft White Filament 

Test Article Mazda F Mazda F Mazda F (100-Watt) 
Red Meats ; Poor Fair Good Preferred 
Dressed Chicken Poor Fair Good Good 
Butter Poor Good Good Preferred 
Chocolate Poor Fair Fair Good 
Bread (brown crust) Fair Good Good Good 
Oysters (opened) Poor Poor Fair Preferred 
Parsley Good Good Fair Poor 
Carrots Good Good Good Good 
Tomatoes Fair Fair Fair Preferred 
Red Apples Fair Fair Fair Preferred 
Green Apples Good Good Fair Poor 
Onions Poor Fair Fair Fair 
Squash F'air Good Preferred Good 
Bananas Fair Good Good Good 
Red and Green Peppers Fair Good Good Good 
Green Beans Good Good Fair Fair 
Cauliflower Poor Poor Good Good 
Green Cabbage Fair Poor Fair Fair 
Red Cabbage Fair Fair Good Preferred 
Corn Good Preferred Good Goo 
Lemons Poor Poor Fair Good 
Peaches Good Good Good Good 
Oranges : Fair Fair Good Preferred 
Plums (reddish purple) Fair Good Preferred Good 
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to find the total air-conditioning 
tonnage required to take care of 
the lighting load (regardless of the 
type of lamp) just use this simple 
formula: tonnage of air condition- 
ing= lighting kw X 3415/12000. 

Of course, speaking of the light- 
ing alone, the higher efficiency 
of fluorescent lamps means that 
less wattage is required to produce 
a given illumination level, and this 
will be a saving, but never as 
great as some loose statements 
would imply. 

From the comfort angle, how- 
ever, the picture is even more in- 
teresting. Comfort in an air-con- 
ditioned fluorescent lighted room 
may be noticeably greater than in 
a filament lighted room of the 
same lighting intensity because of 
the reduced radiant energy per 
footcandle in the former system. 
Radiant energy absorption by the 
skin and clothing is a factor in 
bodily comfort in hot and cold 
weather; we encourage this ab- 
sorption in winter by installing 
steam radiators in our rooms; we 
can decrease this absorption in 
summer by installing fluorescent 
lighting. 

Comfort conditioning with fluo- 
rescent lighting—that’s something 
to think more about. 


* + 


“Fluorescent lighting distorts 
colors, etc.” I ask you, what do 
they mean by distortion anyway? 
Fluorescent lighting, being of a 
different spectral nature from day- 
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Colors of Paints 


_ Tested 





‘ascade Blue (Pastel) 
(Bluish-Green) 


Palmetto Green (Pas- 
tel) (Yellowish 
Green) 


Peach (Pastel) 


lossom Pink (Pale) 
Viaize Tan (Pastel) 
un Tone (Cream) 


eep Cream (Williams- 


Daylight Mazda 


F 3500° White Mazda F 











Soft White Mazda F 





Table 2—Effect of Various Colors of Fluorescent Lighting on Wall Colors 


Filament (100-Watt) 





Bluish Green— 
preferred 


Fresh blue green— 


preferred 
Slightly pink— 

good 
Purplish pink 
Greyish—cold 
Faded grey 


Bluish—excellent 





Greyish green 


Yellowish grey 


Normal— 
slightly cold 


Yellowish 
Yellowish 

Slightly greenish 
Intensified—good 


Slightly greyish 


Slightly greyish 


Slightly pinkish— 
normal 


Intensified normal 
pink 


Cream—good 


Cream—good 





Yellowish faded blue 


Yellowish pale green 


same as white 





Normal 
Yellowish 


Strongly yellow 


Cream—good 








burg) Slightly greyed— Yellowish—fair 
yvernor’s Red (Wil- Slightly bluish— good 
liamsburg) good Yellowish—good Warmer—good Yellowish—good 
ep Blue (Williams- Vivid—good Richer—good Vivid blue— Greyed 
burg) preferred 
isky Rose Bluish Yellowish Vivid—preferred Yellowish 
. ep Yellow Greyish— Vivid Slightly grey—good Reddish 
unattractive 
rht and incandescent lighting, They were seated in a darkened four colors of light as listed, at 





urces — but it 


‘rtainly makes colored pigments 
ippear different from their appear- 
ince under the other two named 
doesn’t 


distort 


hem in such a wholesale manner 
; the above statement implies. 


Color is a tricky 


subject be- 


ause the apparent color of any ob- 


4 


:¢ depends on so many factors, 


some of which are uncontrollable 


id also unpredictable. For in- 
ince: 
(a) Controllable: pigmentation 


‘ the object, color of light on ob- 
et, and color contrast with sur- 


indings. 
(b) Uncontrollable: 


phy sical 


ndition of observer’s eye. 


(c) Unpredictable: 


psychologi- 


| reaction of observer to colors. 
All of these factors are brought 
0 play when you say, “I see 


” 


een, 


or red as the case may be 


d then venture an opinion as to 
ether it pleases you or not. 

lables 1, 2 and 3 should be of 
me help in solving your color 


»blems. 
de: 


Here’s how they were 


several prominent interior dec- 


ators, artists, and 


architects 


ted for their color appreciation, 
re mixed with a larger number 
ordinary people with no par- 
ular color training, and diluted 
ghtly with some physicists, who 


ecialize 
phases of 








in the more technical 
color determination. 
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room facing a stage where the ob- 
jects listed in the charts were dis- 
played simultaneously under the 


an intensity of 50 footcandles and 
against medium grey backgrounds. 
The results shown in 


all charts 





TYPES OF RADIATION 
AND REMEDIES 


SHIELD AND GROUND 
ANTEN‘IA LEAD-IN 
































_i— 





FILTER AT LAMP 








q 








fot 


1 








@ LINE RADIATION AND 
LINE FEED- BACK 








Fig. 3. Three different types of radiation from fluorescent lamps that 


may cause radio interference are illustrated here. 


The smaller type 


captions indicate the remedies that will overcome such interference. 














represent the concensus of the 
group. 

These tables are only guides— 
but they have proved helpful. 
When in doubt, first make your 
own test, duplicating as nearly as 
possible the actual conditions to 
be encountered. Even then, expect 
to make a few mistakes! 

For instance, the charts indicate 
the Soft White is by far the most 
favored from the appearance an- 
gle, but it is also about 30 per cent 
less efficient than the 3500° White. 
Hence cost considerations might 
favor the 3500° White where ap- 
pearance is not of major import- 
ance. A note of caution also 
should be given here about con- 
trast in interiors where natural 
lighting from windows and/or fil- 
ament lighting are mixed with 
Soft White fluorescent lighting. 
The resulting pink “tint” given 
to the fluorescent lighting by con-: 
trast may be annoying and unat- 
tractive. In interiors where other 
colors of light are excluded, this 
pink tint disappears a few sec- 
onds after the usual observer en- 
ters, and the lighting appears 
quite soft and white. -Windowless 
buildings or interiors used only 
at night may expect better results 
with Soft White lamps, provided 
their relative inefficiency is not 
an important factor. 

It is well to remember that not 
only lighting but wall and furni- 
ture decorations are important in 
making a room look “right.” 
Sometimes the addition of an ac- 
cent color to an otherwise mono- 
tone color scheme will change the 
lighting effect, so far as color 
is concerned, from bad to good. 
Since the fluorescent lamps over- 
emphasize the yellow, green, and 
blue pigments in a color, give due 
consideration to this fact in se- 
lecting all wall paints. 


+ + 





“The Daylight fluorescent lamp 
is the nearest approach to day- 
light that has ever been accomp- 
lished artificially and therefore 
can be used for color-matching.” 
I wish all this were true, but it’s 
just so much wishful thinking. 
Daylight fluorescent lamps are 
a practical approach to daylight, 
but they aren’t the nearest (we 
can do better with special screens 
and incandescent lamps) and they 
can’t be used for accurate color- 
matching, for they lack deep red 
which is present in the spectrum 
of so-called natural daylight. 
However, most color-matching 
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problems aren’t so exacting as the 
words imply, and in most cases, 
color discrimination is a better 
descriptive term to use. The Day- 
light fluorescent lamp is a good 
source in stores and similar places 
where colors must be compared. 
x * * 

“T have heard that fluorescent 
lighting fades things faster than 
incandescent ...” and so on far 
into the night. Good, down-to-the- 
earth tests convince me that such 
gossip is—well, just light gossip. 
Fading of a given dye is a func- 
tion of the level (intensity) of 
the lighting and the time of ex- 
posure. 

“But merchants have reported 
much more rapid fading under flu- 
orescent lighting—”’ This is, no 
doubt, true, for in nine out of ten 
installations, the change to flu- 
orescent lighting doubled or trip- 
pled this lighting level which, nat- 
urally, means any merchandise dis- 
posed to fade will show some dis- 
coloration faster under the new 
lighting. On the other hand, don’t 
overlook the fact that high level 
lighting attracts attention and 
sells merchandise faster also. It 
should follow that displays will 
automatically be changed quicker 
—resulting in less exposure—less 
fading. Thus, we go around in 
circles—and the merchant always 
wins with better lighting. 

“How about meat cases — my 































butcher says ---” You already 
know the rest of the sentence. 
Well, he’s wrong. Fluorescent 
lighting of equal level to filament 
lighting will produce no more fad- 
ing of meats in a given time. The 
meats, however, sometimes appear 
more faded because the lack of 
deep red rays in the spectrum of 
the fluorescent lamps results in 
paler looking meats, while the 
light of the filament lamps en- 
hances what red dyes that remain 
after exposure. Because of the 
higher radiant energy production 
and the more watts per light unit 
required, filament lighting fre- 
quently dries out the meats and 
gives them a stale appearance. So, 
use Soft White lamps, good “sell- 
ing” levels, and change displays 
frequently—it’s good merchandis- 
ing as well as good meat case 
lighting. 
* * 

And a little noise, too, if you 
don’t watch out! Radios are tem- 
peramental “statically” speaking, 
and often fluorescent lighting can 
throw them into a slight tempest 
if due care is not taken to shield 
them. But first, find out if it is 
the fluorescent lighting that is 
the real cause. Here’s how: tune 
the radio to a point where the 
interference is most raucous—then 
turn off fluorescent lamps and see 
what happens. It still continues 
(Continued on page 48) 








Thousands of dealers, distributors, contractors and prospective lighting 
customers visited the Fluorescent Futurama—an exposition of the latest 
fluorescent lighting equipment—during its display in principal trading 
centers during the past three months. Charlotte, North Carolina, was 
the only southern city in which the display was exhibited. The display 
was sponsored by the Fleur-O-Lier Manufacturers and the RLM Institute, 
two groups of leading fluorescent lighting fixture manufacturers whose 
program calls for the production of fixtures certified to specifications. 
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Electrical Grounding Practice 
As Required by 1940 Code 


N GENERAL, all exposed, me- 

A tallic raceways carrying elec- 
ric conductors must be ground- 
ed (See Fig. 58). Proper ground- 
ng of these exposed conduits, 
creenfield runs, wireway exten- 
sions, etc., prevents these non- 
urrent carrying parts of electri- 
‘al systems from being raised to a 
yotential above ground. 

Frequently, these conduit lines 
ind similar metallic raceway en- 
losures are attached to the steel 
rame work of buildings or metal- 
ic lath and metal pipe systems 
vithin the buildings. If the con- 
uctor insulation breaks down 
vithin the metallic raceways, ali 
ther metal parts of the building 
n contact with the conduit, etc., 

will be energized and will be sub- 
ected to a current flow. 

Without proper grounding of the 

on-current carrying metallic part 
f an electrical system, the resist- 
nee of the accidental ground 
path may be high enough to keep 
he current flow below the critical 
value required to open the sys- 
tems overcurrent protective de- 
vices. The heat generated by this 
urrent flow, however, can ignite 
ny combustible material coming 
n contact with the heated water 
r gas piping, metal lath, etc. 

A good ground on the metal race- 

vay will provide at all times a 
low resistance path to ground and 
inder most conditions of insula- 
tion breakdown will cause the ov- 
recurrent devices to open up due 
to the heavy current flow through 
this low impedance ground path. 

The service conductor metallic 
‘nclosures must always be ground- 
d. As previously pointed out, 
his applies equally as well for 
-c systems as it does for a-c 
ircuits. The service conduit, the 

metal armor or sheathing of serv- 
‘e cables must at all times be 
effectively grounded. 

All other metal raceway enclos- 
res, other than the service con- 
uctor conduit or metal cable arm- 
r, etc., must be grounded. This, 
f course, applies to feeder conduit 
nes, branch circuit raceways, and 
imilar systems. One exception 

(see Fig. 59) is permitted and that 
S a run of metallic enclosure 


By B. Z. Segall 
New Orleans Public Service, Inc., 
New Orleans, La. 


One of the most important topics 
treated in the National Electrical 
Code is “Grounding.” There is a 
great diversity of opinion on the 
subject, and this series of articles 
by Mr. Segall, discussing the most 
essential features of the Code re- 
quirements, should serve to clarify 
many of the problems that con- 
front the contractor and inspector. 
Part 1 of the series on Grounding 
appeared in the June 1941 issue; 
Part 2 followed in the August 1941 
issue; and Part 3 is presented here. 
The discussion will be continued in 
following issues. 


which (a) is less than 25 feet 
long, (b) is definitely free from 
contact with the ground or ground- 
ed metal, i.e., metal pipe systems, 
metallic lath, building superstruc- 
tures, etc., and, (c) if within reach 
from grounded surfaces, is guard- 
ed against contact by persons. 


The above exception is neces- 
sary for those cases where short 
lengths of conduit are installed 
for mechanical protection and are 
not part of a continuous raceway 
system. However, it must be em- 
phasized again that this exception 
does not apply, under any con- 
ditions, to short raceway sections 
of the service conductor system. 
Service raceways must always be 
grounded. 

Exposed metallic enclosures of 
electrical equipment must be 
grounded. Motor frames, starter 
cabinets, etc., enclosing electrical 
wiring are subject to being ener- 
gized by the breakdown of the 
motor winding insulation, relay 
coil insulation, etc. So it is just 
as important that these be proper- 
ly grounded to prevent a potential 
above ground on the equipment 
itself. 

The Code sets up five general 
conditions for grounding of ex- 
posed, non-current carrying metal 
parts of fixed equipment. These 
are as follows: 


SERVICE 
METAL RACEWAY, SHEATH OR ARMOR ALWAYS: MUST BE GROUNDED 
£-~ DISCONNECT AND OVERCURRENT DEVICE ENCLOSURE MUST BE 


/ GROUNDED 


/ 
ij } 
SERVICE RACEWAY, | 4 


{APPLIES TO D.C. ANDAC.) 


ALL OTHER METAL RACEWAYS AND ENCLOSURES 


Fig. 58. 


BEYOND SERVICE MUST BE GROUNDED 
(FOR EXCEPTION SEE FIG 59) 


rN 
BRANCH\ sl] 
ciRCUIT-—~—4} 


/ 
CONDUIT | 


In general, all exposed, metallic raceways carrying electric 


conductors must be grounded. A typical installation showing various 
parts that must be grounded as well as a few exceptions is illustrated here. 
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7-NON MEYALLIC SHEATHED CABLE 


7 


DISTRIBUTION 
CABINET 


EQUIPMENT 


pos 
NOTE: CONDUIT INSTALLED FOR MECHANICAL PROTECTION IN 
EXPOSED LOCATION WHERE LADDERS, ETC. ARE CARRIED 


CONDUIT DOES NOT HAVE TO BE GROUNDED BECAUSE: 
1. LESS THAN 25’ LONG 
2. NOT IN CONTACT WITH GROUND OR METAL 
3. NOT IN REACH FROM GROUNDED SURFACES 
BY PERSONS OPERATING IN AREA. 





Fig. 59. This example illustrates one of the exceptions to the general 
rule that all exposed metallic raceways must be grounded. 


(a) All equipment supplied by 
metal clad wiring. Thus all mot- 
ors, heaters, starters, controllers, 
connected to the source of power 
and interconnected with each oth- 
er with conduit, armored cable, 
greenfield, wireways, auxiliary 
gutters, and other metal raceways 
systems must have their enclosing 
frames grounded. 

(b) All equipment located in a 
wet location and not isolated. If 
the equipment in such locations 
cannot be reached by persons from 
the floor level or ground they do 
not have to be grounded. 

(c) All equipment in hazardous 
locations. 

(d) All equipment in electrical 
contact with metal or metal lath. 
The outlet boxes in bathrooms are 
frequently in direct contact with 
the plumbing piping, and these 
boxes must be grounded even 
though a concealed knob and tube 
or non-metallic sheathed cable sys- 
tem is used, Outlet boxes installed 
in metal lath ceilings and walls 
with knob and tube or non-metallic 
sheathed cable systems must be 
grounded. In many cases, this will 
require a separate wire to be ex- 
tended throughout the entire wir- 
ing system to be used as a ground- 
ing conductor. 

(e) All equipment which oper- 
ates with any terminal at more 
than 150 volts to ground. Three 
exceptions (see Fig. 60) are recog- 
nized, however, for this class of 
high voltage equipment: (1) switch 
or circuit breaker’ enclosures 
which are accessible to qualified 
persons only; (2) electrically heat- 
ed devices if metal frames are 
used, if exempted by special per- 
mission, (written permission of 


local Code enforcing authority), 
and if permanently and effective- 
ly insulated from ground; (3) 
transformers if mounted on wood- 
en poles and if at least 8 feet 
above ground. Here both insula- 
tion (wooden pole) and isolation 
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(8 feet minimum height) are nec- 
essary for proper fulfillment of 
the requirements. 

Specifically the Code lists nine 
classes of fixed equipment for 
which it requires grounding. The 
exposed, non-current carrying met- 
al parts of these various pieces of 
equipment must be grounded re- 
gardless of voltage: 

(a) Motor frames. 

(b) Motor controller cases. Cov- 
ers of snap switches used as motor 
controllers do not have to be 
grounded if the covers are lined 
with approved insulated lining. 

(c) Elevator and crane electrical 
equipment. 

(d) Garage, theater and motion 
picture studios electrical equip- 
ment. If pendant lamps are in- 
stalled on circuits of 150 volts or 
less to ground, they do not have to 
be grounded in these three types 
of occupancy. 








(e) Motion picture projection 
equipment. 

(f) Electric signs and associat- 
ed equipment. Signs are excepted 
if they are only accessible to 
qualified persons, and if insulated 
from the ground or from conduc- 
tive objects. 

(g) Electrically operated organ 
motor and generator frames. The 
generator frame does not have to 
be grounded if it is effectively 
insulated both from the ground 
and the motor driving the genera- 
tor. 

(h) Switchboard frames. Direct 
current switchboard frames do not 
have to be grounded if single po- 
larity boards are used and if the 
boards are effectively insulated. 

(i) Therapy X-ray tubes. If the 
tubes are enclosed in approved in- 
sulating material, the frames, of 
course, do not have to be grounded. 

The grounding of fixed instru- 
ment, meter and relay cases are 
covered in a subsequent section 
and will be discussed in a later 
article. 

The exposed non-current carry- 
ing metal parts of portable equip- 
ment must be grounded if any of 
the following three conditions pre- 
vail: 

(a) the portable equipment is 
used in a hazardous location. 

(b) the portable equipment op- 
erates at more than 150 volts to 
ground. Three exceptions are per- 
mitted, however. These are port- 
able motors, if guarded so that 
(Continued on page 46) 


EXCEPTION N°? } 


HIGH VOLTAGE EQUIPMENT IN 
VAULT UNDER SOLE SUPERVISION 


GE. FURNACE IF 


NO EFFECTIVE 
ROM GROUND. @ 


Fig. 60. There are several possible exceptions to the general grounding 
rule in connection with equipment operating at more than 150 volts to 
ground. Three specific exceptions are illustrated here. 
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A Forward Look 
At Distribution 


By M. W. Smith 


Vice President in Charge of Engineering 
Westinghouse Electric & Mfg. Co. 
East Pittsburgh, Pa. 


Ty EDUCTION of distribution 
i\ costs is one of the most press- 
ng problems facing the electric 
tility industry today. The dis- 
‘ibution investment has gradually 
icreased so that it is more than 
alf the total investment of the 
ublic utility industry, and the 
irrying charges on this invest- 
ent are fast becoming the largest 
ingle item of cost of electric pow- 

Fortunately, utility engi- 


eers fully appreciate this pro- 
lem and are devoting an increas- 
ig amount of their attention to 


At this time, when loads are in- 
creasing rapidly, it seems oppor- 

ine and desirable to give care- 
ful consideration to future dis- 
tribution investments, not only 
from the standpoint of immediate 
cost but particularly from the 
standpoint of flexibility and adap- 
tability to meet a long-range pro- 
gram. Generating stations are 
fixed in their location by fuel and 
water availability and will con- 
tinue to be usable regardless of 
future load dispersion. Such fix- 
ed limitations do not apply to dis- 
tribution systems, Moreover, 
changes in load requirements 
create the necessity for frequent 
system modifications and changes 
in the location of equipment. This 
makes it particularly desirable to 
avoid as much as possible tying up 
properties and equipment to fixed 
locations. 

Distribution systems have also 
been subject to extremes. In the 
early nineteen-twenties, the indus- 
try found a need for a radical 
change in the method of supplying: 
highly concentrated city load 
areas. More recently, great im- 
provement has been made in me- 
thods of rural distribution. If we 
look forward to the next ten years, 
I believe that much of our effort 


‘Adapted from an address presented before 
the Ninth Annual Convention of the Edison 
Electrie Institute, Buffalo, N. Y., Tuesday 
morning, June 3. 


will need to be applied to that part 
of the distribution system that lies 
between these two extremes, 

This “middle class” comprises 
areas such as small business dis- 
tricts in urban communities, busi- 
ness districts in small towns, high- 
class residential areas and the like 
having a load density of from 500 
to 5,000 kva per square mile in 
contrast to the 100,000 kva per 
square mile in the larger metro- 
politan areas and 10 kva per 
square mile in the lighter rural 
areas. These areas do not have 
a load density high enough to 
justify the downtown type of al- 
ternating-current network but are 
being subjected to continued load 
increase that is tending to exceed 
the economical limitation of the 
simple radial system. In planning 
improvements in these medium 
load areas, we should heed the 
warning the late Mr. H. R. Wood- 
row made in a paper presented be- 
fore this convention a year ago, 
in which he stated that “ ‘Tiffany’ 
service costs more than John Q. 
Public wants to pay.” From a 
manufacturer’s viewpoint, such an 
objective can be accomplished on- 
ly by the use of simplified and 
standardized equipment made in 
production quantities, 


The Distribution Problem 


Our problem of distribution sums 
up about this way. As the load in- 
creases, our mutual job is to uti- 
lize the existing investment most 
effectively and to provide means 
for expanding it economically. In- 
stead of making sweeping revis- 
ions in the existing systems, the 
better method is to make additions 
here and there in small increments 
to eliminate localized bottlenecks 
as they develop with load growth. 
To illustrate concretely what I 
mean, I wish to discuss briefly 
several specific examples. They 
are not final solutions nor definite 
recommendations but are intended 
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to stimulate thought and action 
by bringing out certain conditions, 
trends and future development 
possibilities. 

In considering this middle-class 
load area, something should be 
done to eliminate the disadvantage 
of supplying load from single iso- 
lated transformer banks, which 
are inherent in the common radial 
system of distribution. The de- 
sirability of tying together distri- 
bution secondary leads has been 
appreciated for a long time be- 
cause such an arrangement divers- 
ifies the load on transformers, im- 
proves voltage regulation, and re- 
duces the possibility of light 
flicker. 

It is much like bringing to these 
distribution systems the same ad- 
vantages that were brought to 
power systems years ago by sta- 
tion and system interconnection. 
However attractive this idea of 
parallelling distribution transfor- 
mers may be, it has not been ac- 
tively pursued because adequate 
equipment that would remove some 
of the practical operating pro- 
blems and still meet low-cost re- 
quirements was not available. It 
now seems possible to surmount 
these difficulties and limitations 
by adopting high production parts 
developed in recent years for other 
purposes, and applying them to 
uses I shall mention later. 

In these medium-load areas we 
are concerned with two types of 
distribution. The first type is the 
single-phase supply to residential 
and very small business centers, 
and the second type is the three- 
phase supply to the larger busi- 
ness districts. 

Let us first consider what might 
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be done to the ordinary single- 
phase system. In most cases it 
consists of a single-phase branch 
feeder, uually 2400, 4800, or 6900 
volts, to which distribution trans- 
formers are tapped at intervals 
of a few blocks. The low-voltage 
secondaries extending from these 
transformers meet about half-way 
between transformers, but are not 
connected together. This connec- 
tion is not made because a severe 
secondary short circuit will cause 
the nearest transformer fuses to 
blow, thus transferring the over- 
load to the next units and so on 
until transformer fuses are blown 
successively down the street, like 
tipping over a row of dominoes. 
To prevent this so-called “cascad- 
ing,” additional fuses have some- 
times been employed to tie these 
secondary leads together. 
However, this method of paral- 
lelling single phase transformers 
located along residential streets 
has not been popular because of 
the difficulty experienced with 
fuses. Fuses are hard to coordi- 
nate with the ability of transfor- 
mers to carry overload, there is 
no indication of their being blown, 
and if frequent fuse blowing oc- 
curs, linemen, in effect, put a 
penny in the fuse by tying the sec- 
ondaries through solidly and risk 





producing cascading if real trou- 
ble takes place. 

The inherent advantage of op- 
erating single-phase distribution 
transformers in parallel can be 
realized by a new scheme of bank- 
ing transformer secondaries. It 
requires using low-cost circuit 
breakers matched to the transfor- 
mer characteristics instead of the 
troublesome secondary tie fuses. 
A suitable low-cost breaker is now 
available and is being built on a 
quantity production basis in con- 
nection with the development of 
the self-protected distribution 
transformer that has come into 
such general use within the past 
five years. It appears feasible to 
install a second breaker of this 
type in these self-protecting trans- 
formers for the purpose of break- 
ing up the secondary during the 
trouble and in this way localize 
the disturbance by, in effect, re- 
moving a dominoe from the row. 
By placing this second breaker 
within the transformer tank it can 
be properly coordinated with the 
overload ability of the transformer 
while the present circuit breaker 
is used to obtain self-protection. 
It should be noted that with this 
arrangement, the secondary tie 
point is moved to the transformer. 

The paralleling of distribution 





Modern substation unit of the self-protecting type. 
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transformers by any of the fore- 
going methods is frequently call- 


ed “banking.” The twin circuit 
breaker type of banking transfor- 
mer can also be inserted between 
two of the existing conventional] 
transformers that are already in 
service to provide for local growth, 
and at the same time permit the 
secondaries to be paralleled. Ex- 
perimental models of the kind of 
equipment I have just mentioned 
have been built and tested, and 
they show promise of meeting both 
technical and economic require- 
ments. 


Serving Community Centers 


We may now consider possibl 
improvements to the three phas¢ 
distribution used in the more 
heavily loaded community busi 
ness centers, where an interrup- 
tion of service to shoppers and 
movie-goers on the Saturday night 
following payday would be embar 
rassing. The three phase networ! 
system so successfully used in me 
tropolitan areas is desirable but 
too expensive for this class ot 
service. Therefore some less ex 
pensive network method must b: 
sought. At present in these com 
munity centers separate isolate: 
transformers and secondary main 
for the power and lighting load 
are ordinarily used to avoid ligh 
flicker. For reliability, at leas! 
two feeders are commonly brough 
into the area with manual throw 
over arrangements in case on: 
feeder is in trouble. Thus we hav 
available most of the elements fi 
creating a light-duty, low-voltag 
network with the exception of a 
economical network protector, an 
this is now in the hands of ot 
development engineers. 

The distinction between the si! 
gle phase area power supply ar 
the three phase business secti 
power supplies is that the latt 
requires at least two feeders fi 
reliability. The paralleling 
the secondaries of transforme 
that are tapped off different fee 
ers to form a network presen! 
problems that do not exist in tl 
previous case of banking sing 
phase transformers where 
units are tapped off the same fe« 
er. With two feeders supplyi: 
three phase network transformers, 
a short circuit on one feeder w!!! 
open its substation breaker, but 
this operation alone is not su’- 
ficient to remove the fault. The 
good feeder and its transforme’’s 
continue to transmit power to tle 
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network, resulting in reverse flow 
through the transformers attach- 
ed to the feeder in trouble. To 
ompletely clear the fault, each 
f these transformers must be dis- 
onnected from the network by ac- 
ion of reverse devices in associat- 
d network protectors. The net- 
york protectors that are needed 
or this purpose are the heart of 
he three-phase, light duty net- 
vork system that is considered de- 
irable for supplying important 
ommunity centers. 
The metropolitan networks 
vhich we have already agreed are 
»0 expensive for the locations we 
re considering are supplied by 
sur to twelve feeders, with trans- 
ormers from 225 to 750 kva, so 
hat in the event of one feeder 
eing out of service, the load on 
the others is still low. In the 
ghter density areas, we must 
hange this conception of a net- 
work and use only two feeders 
ith 15 to 100 kva transformers 
rranged so that if one feeder is 
it of service, the other can carry 
1e Whole load over a peak period. 
he excess transformer capacity 
meet these overloads can be 
‘pt to a minimum by loading the 
ansformers on a copper tempera- 
ire basis. This method, together 
vith a simplified form of network 
equipment, should produce a sys- 
m comparable in cost with the 
present radial system. Such a 
network can supply both motor 
load and lighting load from the 
same secondaries due to the im- 
‘oved regulation over the radial 
stem, thereby reducing the num- 
ber of wires on the poles and min- 
imizing the likelihood of these 
le lines being forced under 
‘ound by ordinance. 


Low Cost Network Required 


It is recognized that low cost, 
ght duty network equipment 
ust be made available if the ad- 
intages of network service in 
ese low density areas is to be 
alized. As manufacturers, we 
ive been investigating this pro- 
em with a view of again utiliz- 
g parts of equipment now in high 
duction for other purposes as 


a means of keeping both develop- 


ment and manufacturing costs to 
minimum. One such possibility 
the use of molded parts from 
lustrial air circuit breakers. Al- 
ough commercial equipment is 
it available, we have built models 
at look promising, and feel that 
cooperating with the utility en- 


gineers, an economical distribu- 
tion method particularly adaptable 
to continuing load growth in these 
smaller communities can soon be 
developed. 

The loading of transformers on 
the basis of copper temperature is 
an essential factor in making such 
a light duty network practical. 
There is a well-established back- 
ground for this practice, of which 
the self-protecting transformer 
with its built-in thermal breaker 
is representative. The fact that 
60 per cent of our present distribu- 
tion transformer production is 
now of this type is indicative of 
the strong trend toward loading by 
copper temperature. 

These same principles that first 
became established in the distribu- 
tion field are now being applied 
to the larger substation’ class ap- 
paratus. This has resulted in a 
way of performing the substation 
functions by means of self-con- 
tained transformer units incorpo- 
rating automatic voltage regula- 
tion and a reclosing circuit break- 
er. These self-contained units, 
rated from 500 to 2,000 kva, are 
readily moved from place to place 
and can be located at points where 
the load develops, without tying 
up more than around 5 per cent 
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Network principles are being extended to overhead systems. 


of the investment in location ex- 
pense. 

It is obvious that each distribu- 
tion problem must be given spe- 
cial consideration and individual 
treatment, depending on local con- 
ditions. Some of the suggestions 
I have proposed have necessarily 
been rather specific so as to in- 
dicate actual possibilities by way 
of example. To summarize briefly, 
it appears that there is much that 
can be done to improve service 
and lower costs in the middle class 
zone of our distribution system 
which is so tremendously impor- 
tant because it is a large and ra- 
pidly-growing part of the total dis- 
tribution load and investment. We 


have looked at several specific 
possible courses of action. 
1. Greater flexibility to meet 


shifting load requirements is need- 
ed. To this end, the portion of the 
expense tied up to specific loca- 
tions should be kept to a minimum. 

2. Future system modifications 
and extensions should be planned 
so as to increase investments in 
small increments as local bottle- 
necks develop. Large expendi- 
tures.for applications such as sub- 
stations where the equipment may 
remain lightly loaded for a long 
time until the load builds up, 

(Continued on page 46) 
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Electric Water Heaters Go 
Into a Record Selling Season 


Racing into the Fall selling sea- 
son and calling signals in that 
familiar “Quack-Quack... SHIFT 
. . . to electric water heating,” 
Donald Duck has crashed the sport 
pages and is leading dealers 
throughout the country to a new 
touchdown in electric water heater 
sales. 

Yes—it’s footall season and this 
swivel-hipped mascot of the elec- 
tric water heating industry is out 
to make the All-American. Found 
in window displays, newspaper ad- 
vertising, in direct mail and on 
the radio, he and his three nephews 
are crying out, “When low cost 
luxury is your Goal—Go Electric.” 

It’s the Fall promotional cam- 
paign of The Modern Kitchen Bu- 
reau getting off to a good start 
with more than 100 utilities and 
their dealers co-operating to date 
to wind up 1941 as the “Biggest 
Year Yet” in the sale of electric 
water heaters. Plan Books and 
sample promotional pieces went 
out to the utilities during the sum- 
mer. Orders for materials poured 
into MKB early with the result 
that the sale of electric water heat- 
ers is tied right into that favorite 
sport of he-man Americans, foot- 
ball! 

Contests are being arranged by 
participating utilities to send win- 
ning salesmen to “Rose Bowl” 
games. It’s a fast moving sports 
flavored campaign all the way 
around. But it does not overlook 
the consumer and the plus values 
of electric water heating that have 
given dealers their biggest sales 
year so far in 1941. The con- 
venience, cleanliness and safety of 
heating water electrically are all 
dramatized in forceful selling 
manner. ‘Transcribed spot an- 
nouncements are on the air, intro- 
duced by Donald Duck and selling 
the electric water heating story in 
entertaining verse and song. News- 
paper ads, mats of which MKB 
furnishes, show Donald and his 
nephews racing up and down the 
field heralding the story of this 
modern method of heating water. 

Window display contests and 
floor display contests are under 
way with cash prizes to individuals 
in the companies responsible for 
their creation. 
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The whole “ball of wax” is com- 
pletely described in the MKB Plan 
Book and Sample Kit, and the 
Bureau asks that if utilities have 
not received copies, to write or 
wire in at once. The radio re- 
cordings, containing 16 different 
advertisements for electric water 
heaters, are only $2.50 each. The 
supply is very limited and utilities 
are urged to get in their orders 
now. The display contest for win- 
dow and floor displays ends De- 
cember 31. Displays must be in 
during the Fall season and photo- 
graphs sent to MKB, 420 Lexing- 
ton Avenue, New York. $500 in 
cash prizes will be awarded. 





Farm Electric Appliances 
Continue to Increase 


According to a survey just re- 
leased by REA Administrator 
Harry Slattery, electric farm 
equipment shows the greatest rel- 
ative increase of all electric appli- 
ances and equipment on American 
farms. 

In releasing the results of the 
survey, Administrator Slattery 
said: “The rapid increase in use 
of farm appliances will mean that 
American farmers can meet the 
demands of the Food-for-Defense 
program with less man-power. 
These appliances are now helping 
the farmer to produce and to con- 
serve more milk, eggs, vegetables, 
and meat—more high quality foods 
to build American health. This 









wired help for the farmer is rapid- 
ly stepping up production, while 
at the same time reducing spoilage. 
Farmers who have water pumps 
no longer need to spend time 
pumping and carrying water to 
livestock and poultry, as they once 
did. Electrical refrigeration saves 
marketable foodstuffs that would 
otherwise spoil; poultry lighting 
increases egg production per hen; 
electric brooders raise more chicks 
from a given number of eggs; and 
small motors release the farmer 
from hand power jobs and give 
him time for additional productive 
effort.” 

The survey figures are based on 
questionnaires returned during 
the first 6 months of 1941 by 70,- 
893 farm families served by 120 
REA systems in 33 States. They 
indicate that the 10 most popular 
major appliances among members 
of REA-financed systems are th: 
radio, in use on 89.7% of th 
farms; hand iron, 85.3% ; washing 
machines, 55%; refrigerator 
41.8%; vacuum cleaner, 21% 
electric water pump, 18.4%; utili 
ty motor, 16.5% ; hot plate, 15.2% ; 
poultry lighting, 10.5% ; and crean 
separator, 8.2%. 

While most of the percentage 
developed in the 1941 survey ar: 
about the same as those resultin; 
from previous surveys in 1933, 
1939 and 1940, Administrator Slat 
tery pointed out that the actua 
number of appliances in use ha 
increased rapidly during the las 
two years. The 1941 percentage 
apply to nearly three times a 
many farms as those of 1939. Sin¢ 
July 1, 1939, the number of mil 
of REA-financed line has _ in 
creased from 115,000 to approx 
mately 310,000 and the number « 
consumers from 268,000 to mo} 
than 775,000. 

Several appliances showed 
marked increase in  popularit 
Domestic refrigerators, which a) 
used by many general farmers f: 
storing cream and eggs for twic 
weekly shipment, are now in 41.8 
of the REA farm homes as again 
33.4% in 1939; non-battery radi 
have goneupfrom 82.9% to 89.7‘ 
Coffee makers, irons, toaste1 
ranges and brooders also sh: 
gains. These gains in part ar: 
attributable to the increased | 
riod that the farmers have h: 
electric service. 
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AN APPEAL 





to Good American Merchants 


te NATIONAL EMERGENCY has clearly made it impossible for the vacuum 


cleaner industry to manufacture enough new cleaners to meet today’s 


demand. In these unusual circumstances, cleaners now in use must be 


reconditioned and rejuvenated to increase and prolong their usefulness. 


It is the job—in fact, the patriotic duty 
—of every dealer to see that this “re- 
mobilization” of old cleaners is carried 
out with utmost effectiveness. Only 
genuinely fine service, including the 
use of genuine factory-built parts, can 
be of any lasting benefit to present 
Premier owners or to you. 

As the manufacturers of more than 
five million vacuum cleaners, we at 
Premier are fully prepared to help 





? Le) 
’ ( ‘rite oe ee are ready to furnish you with 
service merchandising helps and complete information, 


including parts catalogues and prices, upon request. 


you build good-will while conserving 
materials vital to our country’s wel- 
fare. We pledge you full cooperation 


in meeting this situation. 


Your continued success is of definite 
importance to us .. . and we shall spare 
no effort to contribute to that success, 
notwithstanding the heavy demands 
placed upon us by our share in the 


National Defense program. 





PREMIER 


DIVISION 





ELECTRIC VACUUM CLEANER COMPANY, INC. 
1732 Ivanhoe Road 


Cleveland, Ohio 
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New Sales Policy for 
Miami Appliance Dealer 


A new idea in the merchandising 
of electric equipment for the home 
is being launched in Miami by the 
General Home Appliances, Inc. 
The president, Jack Webb, fig- 
ured the overhead and selling cost 
of used or trade-in merchandise 
was far too high when it was car- 
ried as a part of regular new stock. 
Said he: “It is becoming very much 
like the automobile business. Al- 
most everyone nowadays who buys 
a new electric refrigerator or 
washing machine wants to trade 
in an old one, so we have estab- 
lished an independent outlet for 
this merchandise, operating on the 


“used car lot” plan. Here only 





reconditioned appliances are sold 
and the main store has only new 
models in its show room.” 

The main store is in the heart 
of Miami’s downtown retail shop- 
ping district, where rents are of 
necessity high. The “used appli- 
ance store” is located in a district 
where most customers for this 
class of merchandise reside and 
where rents are considerably un- 
der what has to be paid for the 
downtown store. This arrange- 
ment permits more floor space be- 
ing devoted to new models and a 
better arrangement of stock. 

The new display and_ sales 
rooms on W. Flagler street give 
the company about 100 per cent 
increase in floor space. The back- 
ground has been streamlined in a 
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Display floor and show windows of General Home Appliances, 
Inec., Miami, Florida, in its new downtown location. 
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modern manner. Partway to the 
ceiling, walls are a deep blue and 
along one side this space is di- 
vided with drapes of the same tone 
— each gracefully draped and 
caught up so as to form a series of 
semi-open booths. Each of these 
units contains a complete range 
and refrigerator set and the two 
pieces are in the same price group. 
This form of display has broken 
up the usual method of keeping 
each line by itself. Now if a cus- 
tomer wants a $150 range, a re- 
frigerator in the same price brac- 
ket is by its side. This method of 
display has been found to be bet- 
ter than where a customer has to 
be taken from ranges to refrigera- 
tors or other equipment. Both 
pieces are side by side and an op- 
portunity to visualize their ap- 
pearance in the home kitchen is 
possible. With these two impor- 
tant pieces there is always grouped 
a third—a hot water heater. 

Offices are in the rear and fac- 
ing them is a complete electric 
kitchen, wired and ready for im- 
mediate use. This set-up includes 
an electric sink and garbage dis- 
posal unit. 






MKB’s New Color Movie 
Now Ready for Showings 





Electrical appliance dealers, dis- 
tributors and salesmen, home eco- 
nomics experts and kitchen plan- 
ning authorities extended an en- 
thusiastic welcome to The Modern 
Kitchen Bureau’s new full color 
talking motion picture, “It Hap- 
pened in the Kitchen,” at the re- 
cent premier showing. 

Utilities and dealers who have 
always wanted a graphic, dramatic 
way to put over the planned all- 
electric kitchen story to the public 
will find their needs filled by this 
picture; and home service women 
who have wanted customers actu- 
ally to see for themselves how 
electrical appliances save long 
hours of toil every day are calling 
this picture one of the finest of 
its kind ever produced. 

“It Happened in the Kitchen,” a 
40-minute Kodachrome talking 
movie, will tell to audiences of 
several hundred people the story 
of all-electric kitchens in a way 
once possible with only one or two 
persons at a time—when a sales- 
man sat down with prospects and 
went over the story step by step. 
The picture explains the reasons 
for the three kitchen work centers, 
and the various basic arrange- 
ments—covers all kinds of kitch- 
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r lines from Boulder Dam to the little village of Bunkerville, 
. . for months the townspeople had been preparing, getting 
nes wired. One night Lem Leavitt tried his lights. Glory be! They 
! He jumped on his old gray mare and galloped through the 
illing at the top of his voice, ‘The power’s on! The power’s on!’ 


*Excerpt from Harper’s Magazine, May ‘41 
Issue; article titled, “‘The Water’s In.“ 


.a new way of life opens up in the rural field 


..a service challenge to Westinghouse Dealers 


hundreds of other rural communities, the same Give complete data on operating costs; what savings 


allenging cry sweeps through .. . the same thrilling Westinghouse can earn. 
ll as power lines spark to life and folks dump their Encourage and support the Westinghouse sponsored 


rosene cans to flick on a switch. 4-H Club National Rural Electrification Contests. Tell 


‘or long years, Westinghouse has prepared the way the story of the Westinghouse Proving Farms. Distribute 

. spread the gospel of living electrically. In spite of catalogs and booklets. Use the available sound slide 
present product shortage, due to raw materials films and the special direct mail literature. 

eded for National Defense, there is much you can All these and more will help you sell your appli- 


to sustain this interest: ances on hand...and build up a backlog for quicker 
Build good will by friendly contacts. Tell rural pros- turnover after the emergency and after Uncle Sam 


sts what equipment to buy, how to use it efficiently. no longer needs basic materials for Defense. 


WESTINGHOUSE ELECTRIC & MANUFACTURING CO, 
MERCHANDISING DIVISION . MANSFIELD, OHIO 


Westinghouse 


He Lege__ Lite OF ELECTRIC HOME APPLIANCES 



















ens, old and new, large and small, 
city, suburban and farm—and does 
a genuine selling job on electric 
refrigerators, ranges, water heat- 
ers, roasters, dishwasher sinks and 
all the other kitchen appliances. 

The hard-hitting selling features 
of “It Happened in the Kitchen” 
are subtly put across and skilfully 
carried along by a well-laid plot 
and carefully woven narrative 
style. The experiences of Mr. and 
Mrs. Jones and their baby, a typi- 
cal American family in a typical 
old-fashioned kitchen, poorly 
planned and lacking in modern 
equipment, make up the story. 

“It Happened in the Kitchen” 
does not feature brand names or 
trademarks, and can thus be used 
by any utility or dealer as a spear- 
head for any appliance promotion, 
or for promoting the all-electric 
kitchen. The picture is a natural 
for showing not only under utility 
or dealer auspices in local audi- 
toriums or at food shows, but it 
will be in constant demand by 
womens’ clubs, Parent-Teachers 
associations, church organizations, 
lodges and other groups. 

The Modern Kitchen Bureau is 
offering a complete variety of 
booklets and other promotional 
aids for use in building audiences 
for each showing, and for follow- 
up work afterward. 

Orders for this film are pouring 
in at a rate that is taxing the sup- 
ply of prints, so those interested 
would be wise to make immediate 
inquiry. A purchase print of the 
film is offered at $212, which price 
includes such supplementary mate- 
rial as black and white photo- 
graphs from the movie for publici- 
ty and advertising use, suggested 
publicity stories, an instruction 
sheet, and blue-prints of the major 
kitchens featured for distribution 
to the audience. 

Inspection prints of the picture 
are available at a charge of $5, 
which is applied against cost of 
the film if purchased. 

A practical plan book giving full 
details of the picture, and contain- 
ing natural color photographs 
from “It Happened in the Kitch- 
en,’ can be obtained from The 
Modern Kitchen Bureau, 420 Lex- 
ington Avenue, New York City. 





Electric Range Standards 
Announced by NEMA 


Realizing the need for adequate 
provision in the design and con- 
struction of electric ranges to per- 
mit the use of plug and cord at- 
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tachment to the electric circuit, 
and for a uniform height of elec- 
tric ranges, the following NEMA 
Approved Standards were adopted 
recently: 


Standard Dimensions of Wall 
Space for Ranges (New). The di- 
mension of the clear space in the 
back of the range to take the plug 
and cord shall be as follows: 

Height—not less than 8 inches 
from the floor. 

Width—Not less than 8 inches 
on each side of the center line of 
the range. 

Depth—Not less than 534 inches 
in from the back of the range. 

The above space is provided at 
the back of the range to permit 
installing the range against the 
wall when either a flush mounted 
or a surface mounted receptacle is 
provided for connecting the range 
to the supply circuit. 


Standard Height of an Electric 
Range (New). The _ standard 
height of an electric range shall 
be 36 inches from the floor. 





New Officers Chosen 
For Chattanooga League 


Tom McAfee, of the Mid-South 
Supply Company, was named to 
succeed Buford Martin as presi- 
dent of the Electric League of 
Chattanooga, at a recent meeting. 
Other officers elected with him 
are: 

First vice-president—Paul Cur- 
tis, of the Curtis Electric Comp- 
any. 

Second Vice-President — J. W. 
Johnson, manager of Sterchi Bros. 
Company. 

Secretary—R. A. Emerson, (re- 
elected) contact man of the power 
Board. 

Treasurer—Sideny Marks, pres- 
ident of the Tennessee Valley Elec- 
tric Company. 

Mr. McAfee, the new president, 
has been active in the Electric 
League for seventeen years. He 
and his staff will be inducted into 
office at the next meeting, when 
the League will be the guest of 
the Electric Power Board. 





New Members Appointed to 
NAWB?’s Executive Committee 


The National Adequate Wiring 
Bureau has announced the ap- 
pointment of three new members 
to the Executive Committee. They 
are H. E. Dexter, vice president, 
Central Hudson Gas & Electric 










Corp.; W. E. Parrott, general com- 
mercial manager, Ebasco Services, 
Inc., representing utilities, and A. 
C. Prange, General Electric Supply 
Corp., representing wholesalers. 

Mr. Parrott is taking the place 
of R. H. Fite, Jr., and Mr. Prange 
that of John L. Busey. 





Small Diameter Wire 
Advantages Discussed 


Speaking before the Eighteenth 
Annual Meeting of the Southwest- 
ern Section, International Associa- 
tion of Electrical Inspectors, at 
San Jose, California, on August 
26, E. J. McConnell, technical ad- 
visor, Wiring Sales Committee, Ed- 
ison Electric Institute, told how 
the new small diameter wires can 
be used for rewiring of commer- 
cial and industrial buildings, in 
order to secure additional electri- 
cal capacity at the minimum of 
expense, 

“Proper use of small diameter 
wire, with proved methods of re- 
circuiting and installation, offers 
extra capacity and _ increased 
rentals to building managements. 
For the utility industry, small di- 
ameter wire will make possible in- 
creased use of utility service, and 
will eliminate low voltage and 
other problems,” said Mr. McCon- 
nell, as he summed up the advan- 
tages of the new wire. 

Some of the more important pos- 
sibilities and results obtainable by 
new circuit arrangements and 
types of service supply to the wir- 
ing system were described by Mr. 
McConnell. “It is easy and eco- 
nomical to double the capacity and 
halve the voltage loss in many 
branch circuits, without disturb- 
ing the raceways. Similarly, a 
feeder circuit may often be in- 
creased in capacity,” he said. 

One typical building, rewired 
with small diameter wire, has its 
electrical utilization capacity in- 
creased four times, at a cost of 
fifteen cents per square foot. New 
lighting equipment was installed, 
which increased lighting intensi- 
ties from eight foot candles to 
forty foot candles, the speaker 
stated. 

The cooperation of local electri- 
cal inspectors is important to utili- 
ty companies, contractors and 
architects, Mr. McGonnell said, in 
securing the benefits of rewiring 
for building owners and occupants. 
Approval for the safe and eco- 
nomical solutions of special rewir- 
ing problems through the use of 
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small diameter wire may depend 
upon the inspector’s up-to-date 
knowledge of its many applica- 
tions. 

Copies of “Rewiring for Com- 
mercial and Industrial Buildings,” 
1 new handbook of information on 
small diameter wire recently pub- 
ished by Edison Electric Institute, 
vere distributed to the audience 
f inspectors. 


New Booklet on Small 
Diameter Wire Released 


A fifty-page, pocket-size hand- 
00k entitled “Rewiring for Com- 
1ercial and Industrial Buildings,” 
1as just been released by the Wir- 
ng Committee of Edison Electric 
nstitute. Designed to serve both 
3 a manual and reference for 
itility men, architects, contrac- 
rs, inspectors and others, the 
0oklet covers the use of the new 
mall-diameter wire for rewiring 
f office and factory buildings, in 
rder to increase capacity of the 
lectrical system without the ex- 
ense of replacing existing race- 
ays, rebuilding and redecorating. 
Suggestions as to how the utili- 
es may best promote small di- 
meter wire are also given. 

The various types of small di- 
meter wire now available and the 
haracteristics of each are de- 
sribed, with the possibilities for 

the use listed. Diagrams of typi- 
al distribution systems, feeder 
nd branch circuits in buildings 
re shown, with the advantages of 
ach analyzed. 

Un-insulated neutral conductors, 
aleulations of voltage drop and 
sonductors in multiple for large 
capacity are described. 

Valuable tabular data is organ- 
zed in 13 tables. These include 
tables on current carrying capaci- 
y of small diameter wire, circuit 
lengths for one-volt drop, conduit 
izes with number of wires per- 
mitted, cenduit fills for combina- 
ions of wires, and a guide chart 
‘or rewiring branch circuits with 
mall diameter wire. 

Electrical men interested in 
viring activities will find this 
iandbook a valuable reference 
source for small diameter wire 
roblems of cost, use and promo- 
ion encountered in their work 
very day. 

“Rewiring for Commercial and 
Industrial Buildings” is available 
‘rom Edison Electric Institute, 420 
Lexington Avenue, New York City. 
Price, single copies, 25c each; 25 
opies and over, 10c each. 
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What’s Being Said and Done in Washington 
By Wilfrid Redmond 


NE of the first acts of the 

reorganized priorities divis- 
ion of OPM under Donald M. Nel- 
son was to issue an order assign- 
ing an A-10 priority rating to re- 
pair parts for 20 essential indus- 
tries. 

This order, a revision of a prev- 
ious order issued and withdrawn, 
makes repair parts and an emerg- 
ency inventory of repair parts 
available to firms in the 20 in- 
dustrial classifications. 

Those on the list are: fire and 
police services and highway main- 
tenance; carriers, rail and motor, 
passenger and freight; railroads, 
including terminals; shipping, in- 
cluding terminals; plants engaged 
in producing chemicals; coke con- 
verting; educational institutions; 
plants engaged in producing ex- 
plosives; plants engaged in man- 
ufacturing farm machinery and 
equipment; plants engaged in mill- 
ing, refining, reserving, refrigerat- 
ing, wholesaling or storing of food 
for human consumption or live- 
stock feed; plants engaged in man- 
ufacture of equipment used in 
highway maintenance; hospitals, 
clinics and sanatoriums; plants en- 
gaged in production of metals and 
alloys; mines and quarries; news- 
paper plants; petroleum produc- 
tion, refining, and transportation; 
commercial broadcasting and com- 
munication (does not include re- 
pairs for home receiving sets) ; re- 
search laboratories, industrial and 
academic; rubber and rubber prod- 
ucts plants; shipyards and ship 
repair yards; telephone and tele- 
graph communication. 

To obtain repair equipment the 
purchaser merely writes the fol- 
lowing statement on his purchase 
order: 

“Purchase Order for Repair or 
Emergency Inventory Preference 
Rating A-10 under Preference Rat- 
ing Order P-22.” 

No application form to be sub- 
mitted to OPM is required. The 
plan is streamlined for prompt 
acquisition of repair equipment. 
The purchaser and the supplier of 
the equipment are required to 
keep copies of the order for two 
years for inspection by OPM upon 
demand. 

The priority plan for repair 
parts is regarded as a temporary 
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measure. The priorities division 
is studying the problem of provid- 
ing broader priority assistance for 
replacement equipment. In the 
meantime, other industries will be 
added to the list periodically, and 
in some instances special orders 
will be issued for specific indus- 
tries. For the present, electrical 
repairs in the 20 industries listed 
are available immediately. 


Priority for Refrigerants 


A general preference order has 
been issued to provide chlorinated 
hydrocarbon refrigerants for hos- 
pitals, household refrigerators, 
and storage plants. An A-10 rat- 
ing is assigned for the delivery 
of refrigerants for defense uses, 
such as Army and Navy hospitals 
and cantonments, and ship storage 
plants. After satisfaction of de- 
fense needs, the remaining supply 
is to be allocated to civilian uses, 
in the following order: mainten- 
ance of refrigeration equipment 
already installed; maintenance of 
air conditioning equipment al- 
ready installed in hospitals, clin- 
ics, and sanatoria; maintenance 
of industrial air conditioning al- 
ready installed; maintenance of 
other air conditioning equipment 
already installed; manufacture of 
new refrigeration equipment and 
of new air conditioning equipment. 


Refrigerators To Be Simplified 


Several months ago it was an- 
nounced on this page that a simpli- 
fication program for production 
of electric appliances would be 
undertaken by OPM as a means of 
freeing a larger capacity of plants 
for defense production. 

The first step in this direction 
was recently taken at a conference 
of the American Standards Asso- 
ciation with the Consumer Divis- 
ion of the Office of Price Admin- 
istration. Work on emergency 
standards to be used as a basis 
for simplification of domestic re- 
frigerators was started at this 
meeting which was attended by 
representatives of the six largest 
refrigerator manufacturing com- 
panies, as well as the OPA, the 
OPM, and other Government agen- 
cies interested in standards. Sug- 
gestions presented at the meeting 

(Continued on page 45) 
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New President for 
Arkansas Pow. & Lt. 


C. Hamilton Moses, Little Rock 
attorney, who was so sold on the 
aims of the struggling Arkansas 
Power and Light Company and its 
leadership back in 1919 that he 
not only sought employment with 
it but worked two years without 
pay, bearing his own expenses, 
was elected president of the com- 
pany early in September by the 
Board of Directors. 





C. H. Moses 


He is the second man to be pres- 
ident, although the company is 
nearly 30 years old. Harvey Couch, 
who founded it in 1913, served 
continuously as its president until 
his death last July 30. 

In view of his new position, Mr. 
Moses will immediately sever all 
his other business affiliations, 
which are many and varied, that 
he may devote his entire time and 
energies to the service of the pub- 
lic as head of the company. For 
the past 20 years he has served 
as chief counsel for the company. 

Pointing out that Mr. Moses is 
probably the closest business as- 
sociate Mr. Couch had, the Board 
of Directors issued a statement 
after their meeting stating: “Ac- 
ceptance by Mr. Moses of the of- 
fice is assurance that the program 
of Mr. Couch, who contributed so 
much to Arkansas, will be car- 
ried on—that members of our or- 
ganization will continue to be en- 
couraged to take their full part in 
community affairs, that the com- 
pany will continue its efforts to 
locate additional industries, to ex- 
pand rural service to more cus- 
tomers,-and maintain its other 


high standards of service.” 

All other officers of the com- 
pany were re-elected by the Board. 
They are: 
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C. S. Lynch, Pine Bluff, execu- 
tive vice president, who was com- 
mended highly by the directors for 
virtually operating the company 
since Mr. Couch was stricken ill 
more than a year ago; R. E. 
Ritchie, Little Rock vice president; 
J. L. Longino, Pine Bluff, vice 
president; L. Garrett, Pine Bluff, 
secretary; J. L. Bodie, Pine Bluff, 
treasurer; Q. G. Shores, Pine 
Bluff, executive assistant. 





Alabama Power President 
Receives 30-Year Pin 


Rating as one of the oldest em- 
ployes of the company in point of 
service, Thomas W. Martin, pres- 
ident of the Alabama Power Com- 
pany, was recently presented with 
a 30-year service button. The 
presentation was made by J. M. 
Barry, vice-president and general 
manager. The presentation took 
place after President Martin had 
awarded service symbols to a num- 
ber of other company employes in 
Birmingham. Mr. Martin has been 
president of the company since 
1920 and prior to that he was vice- 
president for five years. He went 
with the company in 1912 as gen- 
eral counsel. 


Laboratory Test Trailers 
Now in Operation 


The last word in trailers have 
now replaced the well-known Un- 
derwriters’ Laboratories’ ‘‘red 
trucks” 


which have toured the 








country the past five and one- 
half years testing wires, cords, 
armored and nonmetallic cables, 
fuses, and other electrical equip- 
ment. 

The new mobile testing units 
have air conditioning, fluorescent 
lighting, loud speakers, a com- 
pressed gas system, and complete 
testing equipment for the work 
they are to do. 

Two trailers are now on the 
road and a third is expected to 
start in a few weeks. 

The eastern testing unit is in 
charge of field engineer George 
Hilton, who has made stops in 
Detroit, Toledo, Cleveland, Akron, 
and is now in upper New York. 
Hilton will take the trailer to 
many cities and towns in the New 
England states this summer. Later 
his itinerary will take him south 
through the Atlantic states. 

Field engineer Ray Larrabee, 
with the west coast unit, is now 
in California headed for the north- 
west. 

The third mobile testing station, 
when ready, will operate in the 
middle west. 

So successful has been the trav- 
eling laboratory service inaugu- 
rated by Underwriters’ Laborato- 
ries in 1935 that it will be ex- 
panded with the new units. In 
addition to testing “on the spot” 
UL approved fuses, wire, cables, 
and such products bought from 
retail stores and secured from 
jobbers’ and contractors’ stocks, 
the engineers in charge of the 
trailers will call on city officials, 
electrical and building inspectors, 


Trailers equipped as traveling laboratories have been put into the field by 
Underwriters’ Laboratories, Inc., to make tests of products bought on the 


open market from retailers and other suppliers. 


Trailers have fluorescent 


lighting, air conditioning, and loud speakers and apparatus is installed for 
the testing of wires, cables, cords, fuses, circuit breakers, and other 


electrical products. 


Engineers in charge: will take .the.new mobile units:to 


principal cities in the United States to demonstrate tests to insurance and 

regulatory authorities and to talk on the work being done by Underwriters’ 

Laboratories to safeguard life and property from fire, accident, and 
crime dangers. 
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insurance rating bureaus and in- 
spection departments, fire chiefs 
and marshals, and at manufactur- 
ers’ plants. 

The units are available for dis- 
play and demonstration at meet- 
ings and the engineers in charge 
are qualified to talk generally on 
Underwriters’ Laboratories’ activ- 
ities. 

A further function performed 
yy the mobile laboratories is the 
yurchase of samples of approved 
products on the open market. 
hese are sent to the Laboratories’ 
nain testing station in Chicago 
‘or countercheck test to supple- 
nent the regular inspection which 
s continuously being carried on 
it the factories to maintain the 
igh standard of safety in prod- 
icts bearing the UL label and 
pproval. During the time that 
1e red trucks were in the field 
0,000 market samples were 
yught and sent to Chicago, 15,- 
00 samples were tested, and 200,- 
00 miles were traveled taking the 
iboratories-on-wheels into the 
hief cities of nearly all states. 





Southeastern Engineers 
Meet in St. Petersburg 


An interesting program for the 
ieeting of the Engineering and 
Operation Section, Southeastern 
lectric Exchange, held in St. 
etersburg, Florida, on September 
5 and 26, at the Suwannee Hotel, 
icluded a variety of subjects deal- 
g with operating and engineer- 
g problems, many brought about 
y the present emergency. 

Of especial interest to the com- 
unies was an address by J. A. 
‘rug, chief power consultant, Of- 
ce of Production Management, 
Washington, D. C., who discussed 
riorities and the aspects of the 
hole power situation. 

Following are some of the spe- 
ific subjects which were pre- 
nted during the two day con- 
erence: Operating experience 
"ith High Pressure Steam at New 
/rleans; Time Saving Methods and 


lxperiences in Contracting Trans- 


iission Line Construction; Code 
‘equirements for Non-Tamperable 
uses; Distribution Substation De- 
ign as affected by: Single Cus- 
omer or General Distribution 
Load, Amount of Load, Cost per 
‘VA, Primary and Secondary 
Voltages; Methods of Reducing 


Outages to Customers on Existing " 


Distribution Lines with particular 
eference to Fuse Coordination 
nd Outages caused by Lighting; 
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Residential and Power Customers; 
Plans for Protection of Utility 
Property; Salvage Methods to Re- 
Use Equipment and Materials; 
Load Curtailment due to Drought 
and Other Causes; Elimination of 
Overhead Distribution Lines near 
Airports; Short Wave Radio Crew 
Dispatching; and Proper Location 
of Lightning Arresters—Load ver- 
sus Line Side of Fuse. 

Also of especial interest to the 
members was an informal] gather- 
ing of the production men follow- 
ing the presentation by K. P. Kam- 
mer, assistant superintendent of 
Electric Department, New Orleans 
Public Service, Incorporated, on the 
subject “Operating Experience 
with High Pressure Steam at New 
Orleans.” This took the form of 
an open forum session for the dis- 
cussion of other production prob- 
lems of peculiar interest. 

The program was arranged so 
that discussion periods followed 
the presentation of papers, there- 
by affording everyone an oppor- 
tunity to express his views or raise 
any question concerning the sub- 
ject matter presented. 





Lamp Standardization Need 
Voiced by Lighting Expert 


The national and international 
emergency demands that American 
electrical industry simplify and 
standardize lighting facilities to 
avoid serious complications in 
manufacturing, in distribution, 
and in utilization, Samuel G. Hib- 
ben, director of applied lighting, 
Westinghouse Lamp Division, 
Bloomfield, N. J., recently told ex- 
ecutives attending the Municipal 
Electric Utilities Convention at 
Jamestown, N. Y. 

Standardization is particularly 
valuable now for interchangeabil- 
ity of devices especially in such 
places as island military bases. 
Simplification would cut cost, 
avoid duplicate stocks, facilitate 
handling and make maintenance 
easy. 

Light bulbs manufactured in 
this country should be useable all 
over the world. At the present 
time, European lamps can be used 
here but American lamp bases will 
not fit the sockets abroad. Lamps 
used on aircraft for instance 
should be the same whether they 
are purchased in California or 
Montreal, or Iceland or Alexan- 
dria. Obviously we cannot easily 
ship portable flashlights to Mos- 


Service Entrance Practices for 








cow if the Russian batteries do 
not fit the tubes or if the Russian 
flashlight bulbs have different 
threads. 

Types of wire and insulations 
could be simplified. Lighting ter- 
minology, measurement of color, 
and the accepted functions of the 
human eye in seeing, should be 
universally the same. 

In the United States voltage 
service should be standardized. At 
the present time electrical service 
in different cities and localities 
varies from 110 volts to 125. The 
demand for 110 volts for lighting 
throughout the country represents 
less than two per cent of the total, 
for 115 volts a little more than 25 
per cent, for 120 volts more than 
65 per cent, while the demand for 
125 volt service is less than seven 
per cent. Mr. Hibben recommend- 
ed that voltage service be stan- 
dardized at 120 volts because the 
continuation of a plurality of dis- 
tribution voltages encourages the 
temptation for adding other nom- 
inal voltages such, for example, as 
125 which, unless it is to be uni- 
versally standardized, should be 
eliminated now. 

Centralized purchasing by the 
Federal Government for armv 
camps, naval and air bases and 
many widely distributed struc- 
tures makes it doubly advisable 
today to have one nominal distri- 
bution voltage everywhere. 

Practically all electrical mer- 
chandise, small appliances such as 
heater units and electric fans, are 
designed to give best performance 
at around 118 volts. Reduced 
voltage results in poor service, and 
over-voltage in short life. 

Another factor favoring voltage 
standardization is that multi-volt- 
age service requires large and du- 
plicate stocks of illuminants, cost- 
ing manufacturers much in invest- 
ments and complicating jobbing 
and retailing. Also, according to 
Mr. Hibben, voltage standardiza- 
tion would help lower lamp costs. 





Dallas Electric Club 
Resumes Weekly Meetings 


The Dallas Electric Club of Dal- 
las, Texas, called off its summer 
vacation and resumed its weekly 
meetings on Monday, September 8, 
with the customary luncheon at 
the Baker Hotel. 

The program was in charge of 
George Plummer of the’ Dallas 
Railway & Terminal Company, who 
presented an educational film en- 
titled “People Come First.” 
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Fier in the future is an in- 
herent quality of the American people. Because of that 
faith tremendous strides have been made in the develop- 
ment and use of electrical household appliances, resulting 
in a kilowatt hour consumption that has more than 


MODERNIZE as doubled in the past fifteen years. 
ELECTRIFY j : ab & 
a Faith in the future has caused 


| 
— sae the electric utility industry to cooperate with the watt- 
¥s hour meter manufacturers, with the result that the design 
and development of the modern watthour meter has kept 
well ahead of the metering requirements of these ever 
growing loads. 


Faith in the future, and a will- 
ingness to back that faith with intelligent concerted 
effort, is more necessary now than ever before. Our 
country’s defense program has necessarily caused serious 


upsets in production plans and schedules. The watthour 
meter manufacturers, like everyone else, are faced with 
material shortages, longer delivery schedules, and the 
necessity of making material substitutions. But in spite 
of this, as always in the past, the art of metering, and of 
meter design, will continue to advance. 


When normal times are once 
more restored, as they are sure to be, watthour meters 
will again play their important part in system rehabili- 
tation as envisioned by the slogans “Appliance Loads 

Bad oi quate eae are Payloads when Metered with Modern Meters,” and 
Wire ; g8 “Only Watthours Metered Add Revenue Gains!” 


PAY HANS WHEN METER®:D 
WITH 
MODERN METERS 


SANGAMO ELECTR I(cj 
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“Stopper” Element Added to 
Fluorescent Lamp Starters 


Development of an ingenious im- 
proved starter device, for 40-watt 
Mazda F (fluorescent) lamps, which 
now includes a “stopper” element 
that promptly shuts off the starter 
element if the lamp has reached the 
end of its normal life, has been an- 
nounced by both the General Elec- 
tric Company, at Cleveland, Ohio, 
and the Westinghouse Electric and 
Mfg. Co., of Bloomfield, N. J. 

The new device is included in the 
same small cylindrical container that 
is standard for convential starters. 
The new device will be interchange- 
able with the present units. This new 
“starter-stopper,” it is believed, will 
prove a boon to defense industries 
which are using thousands of the 
modern fluorescent lamps in their 
lighting systems. This device is design- 
ed for more efficient and economical 
group replacement without bother- 
some flickering of inoperative tubes, 
between service periods, as well as 
to protect starters from unnecessary 
wear. 

This new “starter-stopper” device 

will be available in limited quanti- 
ties shortly after October 1st for 
use with 40-watt Mazda fluorescent 
lamps. First production will be re- 
served for defense plant application, 
after which the units will be more 
generally available. 
_ In simple terms, when the current 
is turned on, the starter places the 
lamp electrodes and ballast in series 
across the line. Pre-heating of the 
lamp electrode then begins. The 
starter switch breaks contact, causing 
the “inductive kick”? which starts the 
lamp itself to arc, that is, to light. 

If the lamp does not start in a 
reasonable time, at normal voltage, 
the “stopper” acts to automatically 
cut out the starter. The lamp stops 
flickering or blinking, remains out 
until the cause of its inoperative con- 
dition is rectified or until it is re- 
placed with a new lamp. 


Premier Employees Celebrate 
Twenty-Fifth Anniversary 


On Saturday, August 23, 1941, 
more than 1,000 employees of the 
Electric Vacuum Cleaner Co., Inc., 
joined in a Premier Family Day cele- 
bration at Cedar Point Park honoring 
21 men, each of whom have been en- 
gaged in manufacturing or selling 
Premier Vacuum Cleaners for the last 
25 years or more. 

Each of thése*men: received-a’gold 
watch inscribed to commemorate the 
occasion. These awards were per- 
sonally presented by Julius Tuteur, 
president of the company, who is also 
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a “25-year man,” having been iden- 
tified with the firm in that capacity 
during the past quarter of a century. 
It is interesting to note that Mr. Tu- 
teur was called from retirement over 
25 years ago, just prior to World 
War I, to head the Premier Company 
and that he is today still very ac- 
tively managing the firm as its pres- 
ident. 

At that time, in the year 1916, 
the Company manufactured the then 
large quantity of 150 vacuum clean- 
ers per day. From this humble be- 
ginning, the Company steadily grew 
to a point where it now ranks as 
one of the world’s largest manufac- 
turers of vacuum cleaners, making 
heavy-duty, industrial-commercial 
cleaners and blowers, as well as furn- 
ace and household vacuum cleaners. 

Premier Family Day is actually an 
annual event when all the Electric 
Vacuum Cleaner Co., Inc., employees 
get together for a grand time at one 
of northern Ohio’s larger amusement 
parks. This year’s Family Day is 
dedicated to the 25th Anniversary 
celebration of the present organiza- 
tion, and 17 men employed at the 
home office and factory received 
watches personally presented by 
President Tuteur. 


Plastic Coil Shields for 
Type F Lamps Announced 


Plastic coils have been developed 
which color fluorescent lights, con- 
trol their brilliance, and correct col- 
or distortion. Made of tenite, a shat- 
terproof plastic, the coils fit tightly 
over the tubes and can be used for 
their decorative effect alone. 


The diffusers are produced b 
winding thin, transparent and tran: 
lucent strands of tenite into tigh 
spring-like coils. Since the plastic ha 
an unlimited color range, any shad 
or combination of shades is possibl 

Color correction for white and da) 
light fluorescent light—both inhe 
ently deficient in red rays—can be 
be obtained with coils made of re 
and clear strands of tenite wound t 
gether. An insufficient amount 
red rays in light can give a “cold 
effect and make red and other co 
ors containing red, such as brow: 
appear unnaturally dark. Pink coi 
not only serve as diffusers, transmi 
ting more than 70 per cent of tl 
tube’s light but, they also aid in co 
recting color distortion. 


Illumination engineers and interi 
decorators can now obtain entire! 
new effects in lighting. Successf 
installations have already been mad 
in a clothing store, a hotel, a car-fe 
ry, and a ballroom. The coils a 
virtually indestructible and will ou 
last many lamps. They are mold 
by extrusion. In this process, co: 
tinuous lengths of the heated plast 
are forced from a die much as toot 
paste is squeezed from a tube. T! 
plastic hardens when cool and is coi 
ed in the desired lengths and dian 
eters. 

Although the size and wattage of 
fluorescent tubes may be changed 
order to vary the amount of lig 
available, the brightness of any sing 


Premier’s twenty-fifth anniversary celebration was marked by the award 
of gold watches to twenty-one employees who had been associated wit! 
the company for twenty-five years or more. 
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»e once installed is constant, it is 
nted out. Tenite coils are a step 
yards solving the problem of vary- 
- this intensity. Since the plastic 
manufactured in forms ranging 
m clear transparency to opacity, 


he amount of light shed by a tube 


athed in tenite depends upon the 
nslucency of the coil. 
n many instances unadorned flu- 
scent tubes are employed as part 
a design, just as incandescent 
ips, when they were first intro- 
-ed, were thought of as ornaments 
themselves and were used without 
Ids. As the novelty of fluores- 
t fixtures wears off, the search 
suitable shielding material will 
intensified. The attention of de- 
1ers has already been drawn to 
decorative advantages of plastics. 
When the effect of the bare flu- 
scent lamps is particularly dis- 
sing to colors, as in meat mar- 
beauty parlors, clothing dis- 
s, and so forth, it is advisable to 
to red and clear two-color rain- 
plasticoils to increase the pro- 
tionate percentage of red rays 
reducing the output of yellows, 
ns, and blues from the lamp,” 
yrding to a report based on tests 
the Electrical Testing Laborator- 
“Both clear and pink plasticoils, 
straight diffusers, pass practical- 
ill the red rays emanating from 
lamp.” 
he most outstanding result of the 
; was the proven ability of the 
pink plasticoils to transmit a 
it amount of light. This ability, 
ther with its high spectral trans- 
ion of red rays, and its cutting 
1 of transmission of yellow rays, 
es it an even better diffusion 
d than the clear because a de- 
of color correction can be ob- 
ed. Plasticoils are manufactured 
Schwab and Frank, Inc., Detroit, 
.. from tenite manufactured by 
Tennessee Eastman Corporation, 
sport, Tenn., and extruded by 
oit Macoid Corp., Detroit. 


x Sales Convention 
irs Campaign Details 


‘eyed to the new Silex selling 


e, the “Light Test,” the most 
‘ssive advertising program in Si- 
istory was introduced at the Silex 
Convention, held in Hartford, 
ecticut, recently. 
cording to P. S. Redford, direc- 
if sales, the new campaign is 
lescribed as a “push” and “‘pull’’ 
effort. “We feel this is the 
rounded campaign we have ever 
nted,” Mr. Redford declared. 
only does it include national 
zine and newspaper advertising, 
tremendous emphasis is being 
d on a complete program of 
r merchandising.” 
ctually, by ‘Push’ and ‘Pull’ we 
the effort we are making to 
Silex before the consumer with 
handising ‘push,’ and to ‘pull’ 
merchandise off the dealer’s 
through hard-hitting customer 
‘tising.”’ 


‘ Publications included in the adver- 
isin = 


campaign are Life, Better 
es and Gardens, McCall’s, Wom- 


Home Companion, True Story, 


ian’s Day, and Good Housekeep- 
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A milestone in the home laundry industry was passed early this week 
when the 250,000th Bendix Automatic Home Laundry came off the 
production line in the Bendix Home Appliances, Inc. factory in South 
Bend, Indiana. One hundred golden replicas of this model have just been 
produced and will be displayed in leading department stores from coast 


to coast. 


Pleased and proud, naturally, were the Bendix executives who went 
out to the assembly line to see the Quarter Millionth Bendix as it was 
finished. Above (left to right), Parker H. Ericksen, advertising & sales 
promotion manager; J. H. Frohlich, sales training director; C. V. Calkins, 
assistant sales manager; T. W. Hardy, plant manager; J. S. Sayre, vice 
president in charge of sales; H. K. Lyons, director of distribution; D. O. 
Scott, president; F. W. Boynton, assistant general manager; H. R. 
Johnston, executive vice president; T. L. Litle, director of engineering. 


ing. In addition, large space roto- 
gravure and black and white adver- 
tising is scheduled for 45 key cities 
throughout the country. This follows 
the pattern of the highly successful 
Silex May and June rotogravure cam- 
paign. The Nancy Sasser Buy-Lines 
column will be used in 13 Southern 
Markets. 

A live-wire sales promotion and 
merchandise program is available to 
all dealers. All merchandising ma- 
terial, including window and counter 
displays, consumer folders, streamers, 
etc., is tied-in with the basic selling 
theme, the “Light Test.” The “Light 
Test” is designed to prove that Silex- 
brewed coffee is sparklingly clear 
because of the exclusive Silex fil- 
tering agent. Authorities agree that 
only clear coffee, free of grounds 
and sediment, can produce the great- 
est drinking pleasure. 

The Silex line now includes only 
the best-selling wide and narrow neck 
models. This profitable merchandise- 
buying opportunity, plus the new ad- 
vertising and sales promotion pro- 
gram, is geared to produce the great- 
est Silex selling volume in history 
this coming Fall and Winter. 


Hygrade Issues New House 
Organ to Electrical Trade 


Hygrade Sylvania Corporation 
launched in September the first is- 
sue of “Hygrade Lighting News,” a 
new house organ for the electrical 
trade. This new publication is an 
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attractive eight-page, two-color, 8% 
by 11 folder, consisting of four pages 
of news and promotional items and 
four pages of technical material of 
an informational nature. 

“Hygrade Lighting News” will be 
mailed regularly each month to a 
list of approximately 30,000 names. 
Its theme will be “what’s new in 
lighting,” and it will contain news 
and technical data on both fluores- 
cent and incandescent lighting. 


Philco Starts Room 
Ventilator Campaign 


Philco has just started a direct mail 
campaign to professional men and 
business executives in all key cities 
throughout the United States in a 
promotional drive featuring the new 
Phileco room ventilator. The new 
ventilator combines an entirely new 
engineering principle and simplified 
design. 

The Phileco Room Ventilator Model 
A-8-123 brings in up to 475 cubic 
feet of clean, fresh, filtered air per 
minute, and by the turn of a knob 
the exact amount of outside air de- 
sired can be introduced. Stale, stuf- 
fy, smoky air can be exhausted at 
the rate of 110 cubic feet per min- 
ute, and air already in the room 
can be recirculated at the rate of 
185 cubic feet per minute. The cab- 
inet is of beautiful walnut woods, 
measuring only 11%” high, 14” deep 
and 16%” wide. 

The direct mail promotion car- 
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ries a special payment offer to doc- 
tors, dentists, lawyers and business 
executives. The price of the venti- 
lator complete for installation is 
$39.50. 


Mitchell Mfg. Co. Takes 
Over Polaroid Lamps 


Announcement is made by B. A. 
Mitchell, president of the Mitchell 
Manufacturing Company, of Chica- 
go, of the appointment of that com- 
pany as sole licensee for the manu- 
facture and sale of Polaroid Desk 
Lamps. By agreement with the Po- 
laroid Corporation, of Cambridge, 
Massachusetts, the Mitchell Manu- 
facturing Company takes over at 
once all distributing activities for 
Polaroid Lamps, as well as their man- 
ufacture. 

Polaroid illumination has met with 
widespread acceptance. It provides 
a new form of light control that fore- 
stalls reflected glare and traps the 
glare-producing light right at the 
source. Because Polaroid illumina- 
tion reduces eye fatigue, because it 
cuts out glare, sharpens up detail 
and increases contrast, Polaroid 


lamps have won universal approval. 


Planned by the Mitchell Manufac- 
turing Company for the immediate 
future is a series of aggressive mer- 
chandising campaigns, initiated by 
advertising in leading trade papers 
covering the portable lamp trade. In- 
itially, promotion will cover the two 
popular Polaroid lamps known as the 
Study model (left) and the Executive 
model. 

A unique merchandising aid for 
dealers will be provided in the form 
of a dramatic automatic demonstrator 
which is similar to the display cur- 
rently used in selling millions of Pol- 
aroid Day Glasses. The demonstra- 
tor is arranged so that glaring light 
falls on one-half of the display and 
Polaroid illumination on the other. 
Customers see the difference at once 
and readily recognize the advantages 
of Polaroid lighting. 


Aleoa Announces New 
Plant Expansions 


The Aluminum Company of Ameri- 
ca announces that negotiations have 
been completed and a contract made 
with Defense Plant Corporation act- 
ing for the United States for the con- 
struction and operation of an alumina 
plant in the State of Arkansas with 
an annual capacity of 400,000,000 
pounds, and for the construction and 
operation of three aluminum smelting 
plants, one at Massena, N. Y., with 
an annual capacity of 150,000,000 
pounds, another in the Portland-Ore- 
gon district with an annual capacity 
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of 90,000,000 pounds, and a third in 
Arkansas with an annual capacity of 
100,000,000 pounds. 

On July 15, 1941, the Aluminum 
Company of America was advised of 
the expansion program which the Of- 
fice of Production Management de- 
sired it to undertake on behalf of 
the government. Negotiations with 
the Defense Plant Corporation were 
immediately begun and resulted in 
the contract above referred to. How- 
ever, after the notification by OPM 
in July the Aluminum Company, in 
line with its all out effort for na- 
tional defense, immediately proceed- 
ed with the preparation of designs 
and plans for the buildings, with the 
selection of sites, and optioned much 
of the equipment so as to eliminate 
delays due to the time necessarily 
consumed in working out details of 
the contract. 

The Aluminum Company also an- 
nounces that the price of ingot alum- 
inum will be reduced from 17 cents 
to 15 cents per pound on shipments 
made after September 30, 1941, and 
that reductions will be made in the 
price for fabricated aluminum in con- 
formity to the ingot price reduction. 

The production of approximately 
340,000,000 pounds per year from the 
plants covered by the contract with 
the Defense Plant Corporation when 
added to the production of the Alum- 
inum Company’s own plants of ap- 
proximately 760,000,000 pounds per 
year will give the Aluminum Com- 
any. an output of approximately 


1,100,000,000 pounds per year. This 
enormous production of aluminum °s 
a source of deep gratification to the 
Aluminum Company. It began prv- 
duction of aluminum 50 years ago 
under the supervision of Alfred EF. 
Hunt, father of its present presiden , 
Roy A. Hunt. Associated with A’- 
fred E. Hunt was Arthur V. Davis, 
now Chairman of the Board of D- 
rectors. 

At that time aluminum sold for 
eight dollars a pound and the annu:! 
production capacity of the Alum.- 
num Company was nine_ thousand 
pounds. The Aluminum Company's 
new productive capacity will thus be 
120 thousand times what it was 50 
years ago. During those years ma - 
kets for aluminum have been cr-- 
ated, processes have been developed 
and improved, new techniques f 
manufacturing have been introduce(, 
so that today aluminum is competiti 
with all common low priced meta!s 
such as copper, steel, zinc, et 





New Products 





New Disposall Model 


A new model of the General El 
tric Disposall, more compact and yet 
of greater effective capacity than 
predecessors, has been announced 

















Burndy Connector Display to Tour United States 


This is Miss Burndy II—Burndy’s 
new display truck. Recently, she made 
her debut to the electrical world— 
launched in true style with a bottle 
of bubbly spirits. Miss Burndy II isa 
one and one-half ton cab-over-engine 
International truck. Her streamlined 
body was designed by Burndy’s engi- 
neering department, and her fittings 
manufactured in the Rurndy shops. 
She’s painted a light gray-green, with 
“Burndy” rendered in real copper 
letters, and “Electrical Connectors” 
in dark green paint. On Miss Burn- 
dy’s ample sides, there are six panels 


—making a spread of 11 feet by 
inches on each side. These pa 
hold gleaming connectors represe 
tive of the entire Burndy line . 
while cabinets on the inside of 
truck contain advertising mate 
price sheets, installation tools 
additional sample connectors. L 
Lyons, Burndy engineer, will 
Miss Burndy II on a two-year 
through the United States. Ev 
where she goes, Miss Burndy 
bring to life the Burndy Catalo» 
changing two dimensional half-t: 
into three dimensional realities. 
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THE TIMETABLE OF ALUMINUM FOR DEFENSE 


1938 Sept. 
Oct. 
Nov. 
Dec. 
Jan. 
Feb. 
Mar. 
Apr. 


Sept. 


Nov. 


Dec. 


Jan. 


Mar. 


ALUMINUM, 
DEFENSE, 


AND YOU 


up to September 10, 1941 


Munich. 

Czechoslovakia invaded. 

Alcoa inaugurates $26,000,000 expansion program. 

Alcoa produced 287 million pounds in 1938; had more than 

a year’s supply on hand. 

New extrusion and tube mill begins operation at Lafayette, Ind. 

Start building an excess stock pile of airplane sheet. 

Bohemia and Moravia occupied. 

Albania invaded; Congress authorizes Army to acquire 6,000 planes by July, 
’41, and Navy 3,000 by ’44. Aluminum for all these would take about two 
months 1941 production. 

Poland invaded; U. S. Neutrality proclaimed; limited National emergency 
proclaimed. 

Alcoa authorizes new metal-producing capacity at Alcoa, Tenn. 

Finland invaded; Cash-and-carry act signed. 

Alcoa completes $26,000,000 expansion program, begins plans for a larger one. 

U. S. protests blockade of German exports. 

New metal-producing plant authorized at Vancouver, Wash. 

1939 production 327 million pounds; 215 million on hand. 1 939 
First request for defense appropriation in Budget Message. 

Alcoa announces $30,000,000 more plant expansion. 

Alcoa reduces price of aluminum from 20c to 19c, starts construction of Vancouver, 
Wash., plant. 

Denmark and Norway invaded. 

Low countries invaded; National Defense Advisory Commission named. 
New metal-producing unit begins operation at Alcoa, Tenn. 

Dunkerque; France capitulates. 

Additional metal-producing unit authorized at Alcoa, Tenn. 

Congress lifts previous limits on numbers of planes. 

Air offensive against England begins; 50 destroyers exchanged for island 
air bases. 

Alcoa reduces price of aluminum ingot from 19c to 18c; capacity for making alumina 
increased. 

Egypt invaded; Selective Service Bill passed. 

First metal manufactured at Vancouver, Wash., plant and new units 

for additional capacity authorized. 

Rumania invaded. 

Alcoa authorizes another $150,000,000 for expansion. 


. 26 bombers on contract turned over to Britain. 


Alcoa reduces ingot price from 18c to 17c; additional capacity authorized at Badin. 
Alcoa 1940 production 413 million pounds; 154 million on hand. 

OPM established; NDAC says aluminum supply adequate to meet October, 
1940, estimates of requirements. 

Alcoa authorizes additional capacity at Alcoa, Tenn. 

Aluminum put on priorities. 


. Lend-lease bill signed. 


Al 


ELECTRICAL SOUTH for OCTOBER, 1941 


Alcoa produces 44,000,000 pounds of metal this month. 

Yugoslavia invaded; U. S. occupies Greenland. 

150 million-pound-annual-capacity plant at Vancouver, Wash., 1 g 4] 
completed and operating at capacity. 

Crete lost; Russia invaded. 

New Government aluminum plants authorized; U. S. occupies Iceland; 
Japan moves into Indo-China. 

Alcoa produces 53,000,000 pounds this month; Badin unit authorized November, 
1940 starts operation. 

U. S. Government announces Aluminum Company of America will build 
and operate 3 Government-owned aluminum smelting plants and one for 
making alumina. 

Alcoa announces ingot price reduction to 15c, effective October 1, 1941. 

Alcoa and T. V. A. conclude agreement to unify two great hydro-electric 
power systems in the Tennessee Valley, which will add at least 200,000,000 
pounds to America’s annual aluminum producing capacity. 

Alcoa produces 54.000,000 pounds of aluminum this month. 

Site selected for oneof the Government-owned aluminum plants and for the alumina 
plant; railroad, water, and sewage facilities provided; construction contracts being 
executed. 

Excess stock pile of aluminum airplane sheet started in February, 1939, being main- 
tained at 5,000,000 pounds. 


UMINUM COMPANY O F AMERICA 





the electric sink section of the Gen- 
eral Electric Company, Bridgeport, 
Conn. Attached to the sink drain 
opening, the Disposall grinds and 
eliminates all food waste at the sink. 

Rapid strides in the refinement of 
the Disposall have been made since 
the successful introduction of the 
new product several years ago. The 
new model, third of its line (called 
the F’A-3), has at once been simpli- 
fied and increased in efficiency. 

Fewer parts, smaller dimensions 
but greater capacity of the shredding 
compartment, faster grinding, faster 
pumping away of the shredded waste, 
practical elimination of operating 
noise and permanent lubrication at 
the factory are among the results of 
the design improvements of the new 
models. 

Garbage removal with the Disposall 
becomes a simple matter of scraping 
all food waste into the sink out- 
lets. There is also an entrance flange 
404 the special, large 5-inch sink out- 
et. 


Convection Type Unit Heaters 


This new, improved blower type 
heater is rated 1500 to 4000 watts, 
for operation on 115 or 230 volts, 60 
cycle, C., and 115 or 230 volts, 
D. C. Chromalox Koilstrip heating 
elements are used in conjunction with 
quiet cadmium plated fan, driven by 
enclosed type electric motor, provid- 
ing an air temperature rise of 32 to 
75 degrees F., at an air velocity of 


130 to 180 F. P. M., depending upon 
rating. Designed for portable or 
permanent wall mounting. Adjust- 
able louvres, gray crinkle lacquer 
finish. Manual control switch (ex- 
cept D. C.) and positive acting ther- 
mostatic switch in heater circuit for 
protection against over-heating if 
normal temperatures are exceded. 


Cory Christmas Offer 


‘Cory nation-wide advertising at 
the holidays will feature Cory Coffee 
Brewers as an ideal gift combining 
beauty and pride of ownership with 
utility. Attractive window streamers 
such as pictured in miniature will tie 
the dealer’s store up with Cory ad- 
vertising. The blue and yellow art 
display cartons in which each Cory 
is packed complete, will bear an at- 
tractive holly “Merry Christmas’ 
sticker in Christmas colors. Illustrated 
in the group of Cory merchandise for 
Christmas Gift selling are: the Cory 
Royal 8-cup Coffee Brewer, the Royal 
Deluxe Tray set that includes genu- 
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ine maple tray, Cory Electric Coffee 
Brewer, sugar bowl and cream pitch- 
er. Not shown is the Electric Step 
Saver. The Cory Royal Brewer is 
available in ivory-tone or walnut- 
tone trim. The complete ensemble 
includes matching handle, safety 
stand funnel holder and coffee meas- 
ure. 


Toaster-with-the-Tester 


Manning-Bowman’s contribution 
to breakfast table harmony is their 
new Toaster-with-the-Tester. It’s not 
only dial-controlled to pop up the 
toast when ready, but by lifting the 
handle one slice may be removed 
without disturbing the toasting of the 
other. Designed by Murray and 


Scheiding, it is finished in chromium 
and has burgundy bakelite base and 
handle. Other features are flashing 
monitor light indicating when cur- 
rent is on and off, and a low wattage 
element which keeps current costs 
down. 


ABC-O-Matiec Washer 


_ A wholly new washer that elim- 
inates set tubs and. all. tub.-rinsing, 
washes, triple rinses in running wa- 
ter, and damp dries a nine-pound load 
of wash in ten minutes, the ABC-O- 
Matic, is now being supplied to ABC 
dealers by the manufacturer, Altorfer 
Bros. Company, of Peoria, IIl., This 


firm has been making home appli- 
ances under the ABC name since 


Employing tested and familiar 
principles that all women understand, 
ABC-O-Matic washes with suds kept 
alive and active by a satin-smooth 
plastic agitator, spray rinses and dip 
rinses in clean, “scum-free” running 
water, and damp dries safely by pres- 
sure. Vibration, with its attendant 
service worries, is non-existent in 
ABC-O-Matic. 











Practical and economical for any 
home with running water, this new 
washer operates easily and efficient- 
ly either as a portable kitchen unit 
or as a permanent home laundry in- 
stallation. Compact and _ easily 
moved, it can be attached instantly 
to the kitchen or laundry water and 
drain connections. 


Universal Cleaner 


Eye-catching color is the standout 
feature in Universal’s new Clean-Air 
(cylinder type) cleaners, just an- 
nounced by Lee Moss, sales manager 
of Landers, Frary & Clark’s Vacuum 
Cleaner Division. Two tones of blue 
in the manner of many modern cars 

are used on the new deluxe model 
(No. E65D). Ends, runners and han- 
dle of cleaner glisten in blue Polyme- 
roid finish—with web hose in light 
matching blue. Rest of cleaner, all 
attachments and wands are coated 
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[1] From this outside Transformer Bank No. 1 (3-500 KVA, 3 phase, 220 volts), a 
short run of Bull Dog 4000 amp. “‘LO-X"' BUStribution DUCT connects transformers 
through wall to Bull Dog Switchboard No. 1, | 2] from which four runs of Bull Dog 
BUStribution DUCT feed inte the plant. One of 1000 amp. “Plug-in” type feeds 
air compressors and boiler room, one of 1500 amp. ‘‘Plug-in"’ type leads through 
Maintenance Department and Tool Room to Switchboard No. 2, and 


“SPP Ve ek 


rey 


er 
Ww) . 


[3] twe runs of “*LO-X,"" one of 2000 amp. and one of " ee te wee sen at 1500 amp. *‘Plug-in"’ type BUStribution DUCT, a run of 
brazing furnaces, as shown above. in the foreground is a run of Bull Dog Kbi- ‘50 amp. branches off to the left, the tap-off being made through a Bull Dog 3 Pole 
Duct enclosing wires and cables for the furnace control panels directly below. ae amp. Circuit Breaker Cubicle Adaptor. [6] This Transformer Bank No. 2 
[4] This 325 foot run of Bull Deg 1500 amp. ‘‘Plug-in"’ type BUStribution DUCT (3-200 KVA) feeds Bull Dog Switchboard No. 2, by means of a 1500 amp. **LO-X"* 
which ties in Switchboards 1 and 2, also serves as o power plug-in source for the BUStribution DUCT through wall at back of Switchboard, which is tied into 
Maintenance Department and Tool Room. Switchboard No. 1 by the 





7] run of 1500 amp. Plug-in" type Bus Duct coming into switchboard from the [9] Close-up of one of the 147 ft. runs of Bull Dog ‘125"’ Duct, ond of several 
ft. Outgoing run at top of switchboard is Bull Dog 500 amp. “‘Piug-in"' type, _ parallel runs of Bull Dog Universal Trol-E-Duct, which feed and support the 200 
hile tappii ff from this run in the upper foreground is a run of Bull Dog **125"" watt fi # lights throughout the entire pliant. [10] One of twelve Bull Dog 
1s Duet. [ Here is a run of 500 amp. Bull Dog **Plug-in” Bus Duct with runs of § Narrow Column Circuit Master Panels which feed and control runs of Bull Dog 
125" “Plug-in” Duct, connected by means of Bull Dog Vacu-Break Bus Plugs in Universal Trol-E-Duct, connections” boirig made by conduit and Bull Deg FC-2108 
2 500 amp. Duct, and Bull Dog End Cable Tap Boxes in the ‘‘125"' Duct. Outlet Box. = 





ES PHOTOS of this great new defense plant 
show how Bull Dog Bus Duct systems provide 
flexible lighting throughout the plant, and flexible 
power, with various protective “plugs” for each in- 
dividual machine. Write for Bulletins 403 and 412 
describing these modern wiring systems, or better 
yet, ask for a call from a Bull Dog sales engineer. 





_ (NUFAGTURERS OF Vacu-Break Safety Switches, Circuit Master and SafToFuse Panelboards, Switchboards, Duct Systems—FOR LIGHT AND POWER 


ro: | 
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with a blue-grey French Moire fin- 
ish. A clean white stripe circles the 
forward end of the cleaner to sep- 
arate the two finishes. 

New economy model (No. E50D), 
shown here, features a beige and 
green combination. Beige appears 
in Polymeroid and green in French 
Moire finish. Color separation fol- 
lows the same general pattern as 
used on the deluxe model except for 
a black rubber handle and the ab- 
sence of the white strip circling 
the forward end. 

Universal’s exclusive Tattle-Tale 
Light will head up the deluxe models 
feature list. This gadget keeps clean- 
ing efficiency at its highest. It does 
so by the simple expedient of mak- 
ing sure that suction is not reduced. 
When dirt accumulates in a bag, it 
clogs; the area through which the 
air can flow is reduced; there is a 
tendency for airflow to back up; the 
machine’s suction and—therefore— 
efficiency drops. The Tattle-Tale 
Light prevents the accumulation of 
dirt because it is cleverly keyed to 
the amount of airflow as well as the 
dirt bulk in the bag. When these 
factors reach a condition that would 
produce inefficiency, a ruby-red light 
in the handle flashes on and stays 
cn until the bag is emptied. 


Hotpoint Refrigerator 


A new Hotpoint refrigerator of 7 
cu. ft. capacity (Model EBX7) has 
been announced by F. B. Williams, 
manager, Hotpoint Refrigeration Di- 
vision. The seven-cubic-foot size was 
introduced into the Hotpoint line at 
the beginning of 1941. It has proved 
extremely popular because of the 
extra food storage capacity over the 
six cubic foot models. 

The new “Easy-Clean” Speed F'reez- 
er is of heavy gauge steel, finished 
inside and out with white porcelain 
enamel. The white porcelain finish 
can be quickly cleaned, as easily as 
a china cup. A graceful horizontal 
design on the new Speed Freezer door 
sets off the “Hotpoint”? nameplate, 
etched in blue crystallite. The 16- 
point temperature control, with semi- 
automatic defrosting feature is 
mounted beneath the Speed Freezer 
door. There are four ice trays with 
a total capacity of 80 cubes per 
freezing. Trays are designed for 
easy removal. 


A “Butter Conditioner” outlet is 
provided on the back interior wall, 
at the left, so that this popular ac- 
cessory may be added at any time. 

Hotpoint’s famous 6-Way Cold 
Storage Compartment, consisting of 
an acid-resisting, porcelain enamel 
meat pan and a glass tray, which may 
be used in six different combinations, 
and the equally famous Hi-Humidity 
Storage Drawer for fresh fruits and 
vegetables are both included in this 
new Hotpoint refrigerator. 

Another popular 1941 feature of 
this new Hotpoint, heretofore offered 
only on higher priced models, is the 
Extra Storage drawer, located in the 
unit compartment, for accessible stor- 
age of non-refrigerated foods. 


Splashproof Tri-Clad Motors 


A line of Tri-Clad_ splashproof, 
ball-bearing, polyphase induction 
motors in sizes from 1 to 15 horse- 
power has been announced by the 
General Electric Company to supple- 
ment its recently announced Tri-Clad 
polyphase and single-phase open gen- 
eral-purpose lines. The new line is 
especially designed to meet the needs 
of applications where splashing water 
and other liquids are present, such as 
in dairies, breweries, paper mills, 
food industries, packing plants, lab- 
oratories, and similar applications. 


As in the open Tri-clad motors, the 
splashproof line features functional- 
ized styling, modern, streamlined ap- 
pearance, and triple protection — 
protection against physical damage, 
against electrical breakdown, and 
against operating wear and tear. Out- 
standing features include sturdy cast- 
iron stator frame and end shields 
that resist rust and corrosion, For- 
mex wire windings highly resistant 
to moisture, and thoroughly protect- 
ed ball bearings. 


Trumbull L.V.D. Buss-Wa 


The Trumbull Electric Mfg. Com- 
pany, of Plainville, Conn., has rec- 
ently placed on the market a newly 
designed L. V. D. (Low Voltage 
Drop) Buss-Wa, which has specific 
advantages in design and performance 
that speed production, conserve pow- 
er, save time and cost. 

Low Voltage Drop is the result of 
an entirely new principle in the de- 
sign and spacing of conductors with 
every detail of construction and in- 
sulation accurately balanced to re- 
duce reactance value of the circuit. 
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Mechanical strength and bracing of 
conductors is amply heavy to prevent 
failure under mechanical stress due 
to short circuit conditions which may 
oceur with the general use of low 
impedence and high capacity trans- 
formers. E 

There is no deterioration—materia] 
is easily and quickly installed— it is 
economical, and gives absolute safety 
to personnel and plant equipment, in- 
suring uninterrupted power flow un- 
der all load conditions. 

The new Trumbull L. V. D. (Low 
Voltage Drop) Buss-Wa is illustrat- 
ed and described in Circular No. 335, 
gladly sent on request. 


New Improved Breakers 


A new line of improved flush and 
surface breakers has been announced 
by The Arrow-Hart & Hegeman Elec- 
tric Company, Hartford, Conn. The 
listing is greatly simplified and a 
stock of only three sizes of boxes 
accommodates combinations of all 
“CB,” “C-1,” “CBC” Type Breaker 
Units. A simple ordering plan pro- 
vides for a minimum, flexible stock 
of units. 

As breaker units may be easily or- 
dered in parts, the boxes can be de- 
livered when needed for roughing in. 
Breaker units are delivered later when 
the wiring is to be completed. This 
allows for last minute changes in 
wiring plans, shows the considerable 
investment saving of approximately 
15% and eliminates breakage, loss or 
extra handling expense. 

Three different types are available, 
“C-1,” “CB,” “CBC,” all new; de- 
signed, developed and improved by 
Arrow-H&H incorporating six new 
features. Listed by the Underwriters’ 
Laboratories, Inc. Special catalog 
16-A describes this new, improved 
line of breakers. 


New Type Float Switches 


Square D Company, Detroit, Mich- 
igan, announces new type Explosion- 
Resisting and Water-Tight Float 
Switches. Type 9048AW Water-Tight 
Switch is shown below. The enclos- 
ure is a heavy cast iron cover and 
base. A rubber gasket is provided 
to make it water-tight. The Explos- 


ion-Resisting Float Switch is identi 
cal to the 9048AW only the surface 
between the cast iron cover and bas 
are carefully machined to compl) 
with Class 1 Group D hazardous lo 
cation requirements. Entries to th: 
switch chamber are through approve: 
openings by means of closely fitte: 
steel shafts. 110 to 550 volt A¢ 
or DC, 
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And Hotpoint Leads the Parade 


rend of electric water heating sales is through retailer 

s. Never has the future been so bright for reaping big 

ym electric water heating. And Hotpoint provides a 

securing this desirable business. . 

elow the reasons why electric water heating offers you 
eat future. Then get in touch with your Hotpoint distributor 
arrange to cash in with Hotpoint Automatic Electric Water 
ters. Edison General Electric Appliance Company, Inc., 
West Taylor Street, Chicago, Illinois. 


tric Water Heater Sales Are Growing by Leaps and Bounds 
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Homes Are Being Built— More Interest by Utility Execu- 
newhomein America’sgreatbuild- tives—Utility leaders are encouraging 
ogram needs hot water service. the sale of electric water heaters. Re- 
¢ prospects for modern Hotpoint | tailers selling Hotpoint enjoy the coop- 
natic Electric Water heating. eration of such utility leaders. 









































Electrified Farm Homes— _ Fifteen Million Wired Homes— 

lumber of farm homes withelectric —enjoy favorable water heating rates 
¢ and running water is greatly. and themarketisstill growing. Hotpoint 
sing. And all are prospects for, Electric Water Heaters are a salable, 
bint Electric Water Heaters. profitable appliance for dealers. 


r bmatic Electric Water Heaters 


WGEMANGES - REFRIGERATORS - WASHERS AND IRONERS - CLOTHES DRYERS 
TiC DISHWASHERS + ELECTRASINK - STEEL KITCHEN CABINETS 




















HOTPOINT WATER HEATERS 
Offer More In Every Way 
because... 


1. Hotpoint has Calrod, the sealed elec- 


tric immersion unit of great speed, long life. 


2. Hotpoint gives you public acceptance 
backed by 32 years of national advertising. 


3. Hotpoint offers you the chance to sell 
more electric water heaters because more 
people buy Hotpoint than any other make. 


4. Hotpoint’s research staff continues 
to seek improvements that render greater 
service to customers. 


5. Hotpoint is the world’s largest manu- 
facturer of Electric Water Heaters—pro- 
duces the most complete line in square and 
round models. 


6. Hotpoint leads in product value, in 
sales helps that sell; in consumer accep- 
tance and most important to you Hotpoint 
leads in sales. You can build with Hotpoint. 











New Air Circuit Breakers 


Designed especially for use in in- 
dustrial, central station, or power 
plants where operation under repeti- 
tive duty cycles is required, a new 
and compact circuit breaker is an- 
nounced by the Westinghouse Elec- 
tric and Manufacturing Company. 
The new type DK breaker is available 
in 15,000 and 25,000 ampere inter- 
rupting capacities in all standard cur- 
rent ratings from 15 to 600 amperes 
for operation on one, two, three, or 
four pole 600 volts a-c or 250 volts 
d-e circuits. 





The new breakers are equipped 
with a rotary type, removable oper- 
ating handle for controlling the break- 
er manually. In addition electric op- 
eration can be provided by a motor 
mechanism and a shunt trip. The 
motor operating mechanism is a sin- 
gle enclosed unit in itself. It can be 
removed by taking out only three 
bolts. Main contacts are of silver 
alloy and employ a self-wiping action. 
“De-Ion” are quenchers minimize 
burning on the main and the arcing 
contacts. 

These breakers are available in 
four different forms; an open-type 
and three forms for enclosed applica- 
tions. The standard enclosed break- 
er consists of an open-type unit 
mounted in a sheet-metal housing. 
Studs are exposed at the rear when 
mounted on existing framework, or 
switchboards, or other appartus where 
only the front needs to be enclosed. 
The second enclosed type is similar 
except that a pull box for wall mount- 
ing is included. Third type is for 
use when the breaker is to be mounted 
on a flush type dead front switch- 
board. 

Available accessories for these 
breakers include oil-suction magnetic, 
or thermal-magnetic overload trip 
units which are adjustable for mini- 
mum tripping. 

For further information on the new 
type DK air circuit breakers, write 
Department 7-N-20, Westinghouse 
Electric and Manufacturing Company, 
East Pittsburgh, Pa. 


Kondu Conduit Fittings 


A new development now makes it 
possible to use any Kondu fitting 
either with threaded conduit or with 
—— or thick-wall threadless con- 

uit. 

At any outlet of any of the numer- 
ous types of Kondu fittings, the user 
can now attach either rigid conduit 
or the lighter tubing, using a thread- 
ed connection whenever desired. This 
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is accomplished by means of inter- 
changeable bushings at the outlets 
of the fittings. 

The bushings used for threadless 
connections, to thick-wall and thin- 
wall conduit, are similar. Both are 
slotted to provide for tightening on 
the conduit, when the retainer nut is 
turned up. Both have parallel rings 
inside to grip the conduit, also to 
insure perfect grounding. The only 
difference is that the bushing for 
thin-wall tubing is heavier, to make 
up for the smaller outside diameter 


of the conduit. 


ee 


The third type of bushing—for 
threaded conduit—has exactly the 
same outside dimensions as the bush- 
ings for threadless fittings. But in- 
stead of being slotted it is solid, and 
is tapped to take threaded conduit. 

The new line of 3-way conduit 
fittings is manufactured by Kondu 
Corporation, Erie, Pa. 
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Bulldog Lo-X Bus Duct 


Bull Dog Electric Products Co., De- 
troit, Michigan, announces their lat- 
est Bulletin 412 illustrating and de- 
scribing the new Bull Dog LO-X (Low 
Reactance Type) Bus Duct. 

This is a new design Feeder Type 
Duct for large ampere capacities. 
Heretofore it has been necessary to 
enclose the large capacity busbars in 
aluminum casings to reduce react- 
ance. In view of the present short- 
age of aluminum, the large capacity 
feeder type Bus Duct has been rede- 
signed so that a steel casing or duct 
can be used and yet the voltage drop 
from reactance will be reduced to an 
even greater extent than was possible 
using aluminum casing. 


New Water System Manual 


When a rural home owner or one 
living beyond the city water mains 
considers using or acquiring a home 
or farm water system, he usually 
wants to have several things explained 
to him. He wants to know what an 
automatic water system actually con- 
sists of, how it works, what is in- 
volved in the installation, what plumb- 
ing may be needed at once or could 
be added later, etc. 

To answer these and many other 
questions, Fairbanks, Morse & Co. 
have recently published a new book 
entitled ‘‘“Manual on the Selection, 





Installation and Operation of Home 
Water Systems,” which covers its 
comprehensive subject fully, compet- 
ently and clearly. 

The publishers assert that this 
manual should save its readers mon- 
ey and disappointments by guiding 
them away from costly mistakes; 
that it includes unbiased help in 
choosing the right type of system 
from among the many offered today; 
that it presents many valuable sug- 
gestions on both installing and oper- 
ating the selected system. The book- 
let is profusely illustrated and com- 
plete in detail. 

Copies of the manual may be ob- 
tained free on request to Fairbanks, 
Morse & Co., 600 S. Michigan Ave., 
Chicago, Il. 


Century Fan Cooled Motors 


A new line of Century totally en- 
closed fan cooled motors offers def- 
inite improvement, both in appear- 
ance and internal design. These mo- 
tors are more modern, with smooth- 
er, more symmetrical surface. They 
are finished in a smooth machine gray 
to blend with other manufacturers’ 
equipment. 





These new motors provide neces- 
sary protection where the air is fog- 
gy with metal cutting solutions, or 
where there are abnormal quanti- 
ties of metallic, abrasive and other 
dusts in the atmosphere that would 
ordinarily injure or clog the windings 
of a general purpose open motor. A 
generous quantity of cooling air is 
forced through the large air passages 
by the non-sparking fan. The air in- 
take passages are not easily clogged. 


G-E Ground Fittings 


A new line of presure connector 
ground fittings for use with conduit 
wiring, armored wire and unarmored 
wires was announced recently by Gen- 
eral Electric’s appliance and merchan- 
dise department at Bridgeport, Conn 
These ground fittings are in accor 
ance with the requirements of the 
1940 National Electrical Code. 

Teeth on the connector hubs and 
on the water pipe clamps of these 
fittings permit ground conductors to 
meet water pipes at any angle. The 
clamps have reinforcing ribs that give 
extra strength. The pressure grip 
makes a firm and secure contact. 

These pressure connector ground 
fittings are made of malleable iron 
and are heavily galvanized to resist 
corrosion. 
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‘f-Supporting Aerial Cable 


[wo new types of self-supporting 
' aerial cable for use on urban-subur- 
F pan, and rural power circuits in place 
' of bare weatherproof, tree wire, or 
cable on messengers, have been add- 
o the General Electric line. The 
cables, designed ‘SS,’ are of 
4- and multiple-conductor type, 
lementing the two-conductor 
recently introduced. 
he characteristic and distinctive 
ire of the “SS” line is its outer 
ring, consisting of galvanized 
wires for mechanical strength, 
wound with electric conducting 
s of copper. 
1e two-conductor type is for sin- 
hase circuits with one side 
ided, from 4000 up to 15,000 
. The four-conductor type is for 
three-phase, four-wire circuits with 
grounded neutral, up to 5000 volts. 
Eacu of these types has No. 1799 
varrished-cambric insulation, with 
the ground-return conductor in the 
outer covering. The multiple-con- 
ductor type is used for telephone, su- 
peryisory, and other control circuits. 


Mitchell Floor Lamp Catalog 


part of the nation-wide “Light 
Conditioning” Fall Campaign featur- 
ing the new lamps, the 
Mitchell Manufacturing Company, of 
Chicago, is releasing a new catalog 
featuring its line of 1941-42 floor and 
table lamps. 

Several new touches have been ap- 
plied to this year’s addition which 
add extra sales punch and eye-appeal. 
For example, a third-dimensional ef- 
fect has been obtained on the cover, 
through the device of a cellophane 
window. Two figures are seen gaz- 
ing through the window upon an in- 
terior scene showing lamps attractive- 
ly set up on a display. The display, 
in itself a new and important feature 
of the Mitchell floor lamp merchan- 
dising program, is illustrated in full 
color on the first inside page. The 
remainder of the book is devoted to 
floor and table lamps. 


What’s Being Said and 
Done in Washington 


Continued from page 31) 


will be developed into a standard 
known as the “Emergency 
‘an Standard” for eventual 
ition. 
simplification program, it 
d, comes now to the fore, as 
aid M. Nelson assumes control 
Priorities Division. The 
ras first advocated by Mr. 
, who in announcing it sev- 
onths ago said that simpli- 
ion of production would take 
.ce of curtailment orders in 
instances. It is now an- 
d by OPA, formerly the 
administration half of 
, that a simplification pro- 
will be taken up with various 
‘ries. If it works, simplifi- 
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Here’s the new 1941 Green- 
lee Catalog 33-E that every 
user of tools in construction 
and maintenance work 
should have. This handy 
buying guide has been com- 
piled to make it easy to 
select the right tools for the 
job .. . tools designed to 
make it easier and faster for 
the man on the job. Send 
the coupon today for your 
free copy of this valuable 
reference of Greenlee Hand 
Tools for the electrical 
worker, carpenter, and 
plumber. You'll learn how 
these tools can help make 
your job easier. ; 


HYDRAULIC CONDUIT BENDERS 
TUBE BENDERS 

KNOCKOUT TOOLS 

CABLE PULLERS 

PUSH DRILLS 

BORING TOOLS 


SPIRAL SCREW DRIVERS 








HYDRAULIC PIPE PUSHERS 
@ SEND ME THE NEW GREENLEE CATALOG 33E 
NAME 
ADDRESS 


CITY. 
MY JOBBER IS 


GREENLEE TOOL CO. 


17e7 COLUMBIA AVENUE ®© ROCKFORD, ILLINOIS 
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cation of production by reduction 
of lines and sizes will free men and 
machines for defense work. 
Harriet Elliot, who continues as 
chief of the Consumer Division 
through the recent reorganization, 
has announced that the American 
Standards Association has been re- 
quested to establish a simplifica- 
tion program for washing ma- 
chines, electric hand irons, and 
other appliances. 

The simplification program is 
unique in that it is the first idea 
incorporated in the defense pro- 
gram by a business man, Donald 
Nelson. Curtailment, curtailment 
by taxation, regulation of install- 
ment control—all are ideas first 
advanced by New Deal economists. 


Senate Tax Changes 


The Senate made two changes in 
the electric appliance excise taxes 
proposed by the House. Before 
passing the bill, the Senate elim- 
inated electric storage water heat- 
ers from the 10 per cent tax and 
added washing machines. The 
House had proposed a 10 per cent 
tax on washing machines “of the 
kind used in commercial laun- 





dries.” “No tax,” the House bill 
stated, “shall be imposed on wash- 
ing machines of the household 
type.” The Senate struck out ev- 
erything but “Washing machines, 
10 percentum.” 

An Electrical Products and Con- 
sumers Durable Goods Branch was 
recently created in the Division 
of Civilian Supply of OPM. The 
committee was organized to work 
with the Division of Purchases but 
in the reorganization of the de- 
fense administration the industry 
problems were taken over by Leon 
Henderson’s Division. 


A Forward Look 
At Distribution 
(Continued from page 25) 


This makes 
low 


should be avoided. 
small unit substations with 
installation costs attractive. 
3. Because of the expansion pre- 
dicted in middle class communities 
and suburban districts of large 
cities, it is doubly important that 
improved distribution systems for 
medium-load areas be developed. 
Two such improvements are in 











And there’s just as much difference between 
the streamlined BRIEGEL METHOD. of making 
connections and former old-fashioned methods. 
The BRIEGEL METHOD saves you up to 50% 
on time and a substantial snving on materials al- 
lowing vou a larger margin of profit on each 
job. Make quick, easy. strong and neat 
connections this MODERN way. 





No extra turns or twists, 
no nuts to tighten when 
use B-M connectors 


couplings. Just TWO 


you 
and 
SQUEEZES with the patented 
B-M indenter (which costs you 
only $1.25) and you have a 





smooth efficient job.  Ap- 
proved by Underwriters Lab- 
oratories. 


DISTRIBUTED BY 
The Steelduct Co. 
Youngstown, Ohio 
Enameled Metals 
Pittsburgh, Pa. 
National Enameling & Mfg. Co. 
Pittsburgh, Pa. 
Triangle Conduit & Cable Co. 
Elmhurst, N. Y. C. 


The M. B. Austin Co. 
Chicago, Tl. 
Clayton Mark & Co. 
Evanston, III. 
Clifton Conduit Co. 
Jersey City, N. J. 
General Electric Co. 
Bridgeport, Conn. 








BRIEGEL METHOD TOOL CO., Galva, III. 
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sight. For single-phase residen- 
tial areas, a new form of banking 
transformer that permits the rea|- 
ization of the advantages of paral- 
lel operation looks promising. For 
the accompanying community bu:s- 
iness centers, a light-duty, low- 
voltage network supplied by on'y 
two feeders has possibilities. 

4. There are, in addition to tlie 
more conspicuous advanced ide 
in system arrangement, many 
dividual improvements brought ‘o 
us by research and development 
engineers which in the aggre- 
gate add up to a surprising ‘o- 
tal. Included in these develcp- 
ments which may add to the in- 
provement of distribution systems 
are such items as the peak over- 
loading of transformers throuzh 
the practice of loading on the basis 
of copper temperature; new ma- 
terials and products like the new 
transformers with high permea- 
bility iron having improved chia- 
racteristics that permit better co- 
ordination with present system 
needs; greater observance of the 
principles of standardization 
that the full benefit of modern 
production methods can be ob- 
tained. 

Much of the progress in the past 
has been due to the willingness 
of the utilities of this country t 
experiment with new developments 
which showed promise of benefit- 
ting the industry as a whole, and 
I am sure that our combined and 
coordinated efforts of the future 
will lead to further improvements 
in distribution methods of such 
importance that we can look for- 
ward to the time when we may 
approach “Tiffany quality at a 
price John Q. Public can afford 
to pay.” 
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Electrical Grounding 
As Required by the Code 


(Continued from page 22 







under no condition will the f 
come in contact with the user of 
the portable device; metal fr 
of portable electrically heate: 
pliances if special permissicen is 
obtained and the frames are pel- 
manently and effectively ins lat- 
ed from ground; and enclo:ures 
for portable Therapy X-ray *\bes 
if the frames are made o al 
approved insulating materia 

(c) The portable equipmet is 
used in damp or wet loca’ ons, 
or by persons directly on the 
ground, or by persons standii'g 00 
metal floors, or by persons «ork 
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ing inside of metal tanks or boil- 
ers. Exceptions are permitted 
where the portable equipment 
used as outlined above is installed 
in residential occupancies, and 
where the portable equipment is 
supplied through an_ insulating 
trensformer having an unground- 
ed secondary voltage of 50 volts 
yr less. 

should be noted that in a fine 
pr nt note the Code permits the 
us. of higher rated secondary in- 

ting transformers. However, 
whore these are used, the exposed 
meial parts of the portable appli- 
an-e must be grounded and the 
va ious other grounding conditions 
se! up in this article for the trans- 
former primary and_ secondary 
ist be fulfilled. 

he Code furthermore recom- 
meuds that the frames of all port- 
able motors operating at more 
th 50 volts but less than 150 
volis to ground, be grounded. This 
rule should be reinforced and aug- 
mented to require all portable mo- 
tors to be grounded. This can 
very easily be accomplished by 
having a separate grounding con- 
ductor in the portable cord tied in, 
at the motor end, to the motor 
frame and at the other end, by 
means of a polarized plug, to an 
efficient grounding system. Many 
deaths resulting from the use of 
portable electric saws, sanders, 
and like apparatus could have been 
avoided by the installation of a 
portable cord having a separate 
ground conductor. Quite a few 
inspection authorities are now 
condemning all types of portable 
equipment unless the cords are 
equipped with a separate ground- 
ing conductor. 

Sometimes it is necessary to 
ground the metal parts of non- 
electrical equipment. Four specif- 
ic cases are outlined in the Code: 

(2) Frames and tracks of elec- 
trically operated cranes must be 
grounded. A breakdown of the 
insulation of the electrical equip- 
men. on the crane may frequently 
energize the whole crane frame 
wor; and tracks. 

( The metal frames of non- 
elec rically driven elevator cars 

g electric conductors attach- 

» them must be grounded. 

a hydraulic elevator equip- 
ped with electric lights would 
have to have its metal frame 
groi nded unless the electrical wir- 
Ig system was effectively insu- 
late’ from the elevator. 

(c)} Metal shifting ropes or 
tables of Jelectric elevators oper- 





You can’t talk shop 
IN YOUR CONSUMER ADS 


If you have a plan that can help the dealer 
MOVE your product, tell about it where he 


looks for profitable merchandising ideas; in 


his trade paper. 


If your local dealer sees your consumer 
advertising, it will doubtless impress 
him. And if it does its job well, he will 
be further impressed by the increased 


store traffic it creates. 


But you can’t tell him, in that consumer 
advertising, all of the helpful things 
that you must tell him if you expect 
him to put the dealer “push” back of 
your product that will make the con- 
sumer “pull” of your advertising fully 


effective. 


After all, 


doing consumer advertising for 


many other advertisers are 
him, 
too. You still have to compete for his 
selling time and his display space. You 
still have to induce him to use your 
sales helps. Your investment in mer- 
chandising material is wasted until he 
puts it to effective use. You have to 
keep constantly before him all of the 
reasons why it’s to his advantage to use 
it properly. 

You can’t talk about that in your con- 


sumer advertising. 


THE ASSOCIATED 
BUSINESS PAPERS 


369 Lexington Ave., N. Y. C., CAledonia 5-4755 


~ 


High editorial slandards ; bP é Leader 


trterest tn lexms of fpracd cixcutation 
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You can’t talk about mark-ups 
in your consumer advertising. 
You can’t tell dealers, in your 
consumer advertising, how to 
convert inquiries for second- 
hand products into sales of 


new models. 


With “consumer movements” in vogue, 
NEED to You 
can't do that job of dealer education in 


dealers know values. 


your consumer advertising. 


3ut you can talk shop in their trade 
papers. ‘The only reason they read them 
is to get helpful information about 
how to handle merchandise like yours 


at a profit! 


How to “talk shop” profitably in business papers 


“Intensive Advertising” by John E. 
Kennedy is the best monograph we've 
ever seen on that subject. It is available 
free to business men who want to make 
their advertising produce more PRO- 
FITS. Just fill in the coupon below and 
mail it to A.B.P. headquarters. Your 
copy will be sent post haste. 


} R 7 3 “intensive Advertising” 
by John E. Kennedy 
The Associated Business Papers 
Room 2476, 369 Lexington Avenue 
New York City 
Please send me, without 
“Intensive Advertising” by 
Kennedy. 


obligsation, 


John E. 


Name 





Position 
Company 


ee 








City and State____ 





ated by hand must be grounded. 
Here again it is possible for the 
current resulting from a_ break- 
down of the equipment insulation 
to flow through this metal rope 
or cable. 

(d) Metal partitions, grille work, 
guards, etc., around equipment en- 
ergized at over 750 volts between 
conductors must be grounded. This 
does not apply to such exposed 
metal installed in substations or 
vaults under the sole contro] of 
the supply company. 

The metal raceways, frames, 
cases, etc., of all electrical con- 
ductors and equipment should be 
kept at least six feet away from 
lightning conductors. If such a 
separation is not practical then the 
raceways, etc., should be bonded 
to the lightning rod conductor. 
This is done in an attempt to dis- 
sipate the lightning discharge as 
quickly and as effectively as pos- 
sible. A six foot separation may 
in most cases act as an effective 
insulator for keeping the lightning 
discharge off of the nearby equip- 
ment. Any closer spacing may 
permit the lightning discharge cur- 
rent to flow to the equipment. 
Bonding will tend to reduce the 


impedance of the path to ground 
and thus may help to dissipate the 
lightning discharge more rapidly 
and without permitting it to dam- 
age the equipment. 





Leaves from a Notebook 
On Fluorescent Lighting 


(Continued from page 20) 


to roar? All right, it’s not due 
to the fluorescent lamp. If the 
noise does stop when “Lights Out” 
is sounded, then it’s time to take 
some ordinary precaution. 

There are three ways that the 
fluorescent lamp can cause this in- 
terference (Fig. 3): 

(1) Bulb radiation direct from 
lamp to radio aerial circuit. The 
solution is to separate radio, aerial 
and lamp at least 9 feet more. If 
you cannot persuade the radio 
owner to do this—well, that com- 
plicates matters greatly. The next 
best thing to do if there is an out- 
side aerial, is to shield the aerial 
lead-in wire and ground the shield. 
Then provide a good radio fre- 
quency ground for the radio, and 
finally, place the aerial itself out 
of range of both bulb and line 











EGP RS Saas 


7 +=BULLLETINS TELL THE WHOLE 


RELAY 


A Relay must not only be well de- 
signed and well built, but it must 
also fit the job as to capacity and 
assembly details for truly efficient 
operation. Ward Leonard Relays are 


Southern Representatives: 


Brance-Krachy Co. 
4411 Navigation Bldg. 


John S. Clark 
1100 E. Missouri St. 
Box 143, Station A 

EI! Paso, Texas 


C. B. Rogers 
Zahner Building 
1000 Peachtree St., N.E. 
Atlanta, Ga. 


WARD LEONARD 


37 SOUTH STREET 


ELECTRIC CONTROL DEVICES SINCE 1892 





STORY 


known for their crisp action, sturdi- 
ness and longevity. The scope of the 
Ward Leonard line permits selection 
without compromise. Send for 
Bulletins that are of interest to you. 


Electron Enginecring Co. 
1811 Masonic Temple 


Houston, Texas New Orleans, La. 


MOUNT VERNON, N. Y. 
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radiation. If the aerial is built-in, 
a wire mesh screen around the 
lamp or across the mouth of the 
reflector may be needed. 

All of which brings me to the 
second way interference can be 
created: 

(2) Line radiation from the elec- 
tric supply line to the aerial cir- 
cuit. 

And the third way: 

(3) Line feed-back from the 
lamp through power line to radio 

The solution to (2) and (8) is 
to place line filters at each lam; 
or fixture—such as the simple twx 
or three section capacitors of abou: 
.07 microfarads. Locate filter a: 
near lamps as possible on the line 
side of the ballast. 

Good advice: If none of thes: 
simple remedies work, consult the 
nearest radio technician! 





Kitchen Trained Salesmen 
Asset to Sales Force 


(Continued from page 12) 


or three of these home demonstra 
tions a year pay us, and can be 
put on with little expense or 
trouble. They give us an oppor 
tunity of personal contact that i 
worth a lot. A note book is kep 
handy to jot down the names of 
women who do not have refrigera- 
tors, washers, and other electrical! 
equipment. Always we keep stress 
ing the convenience and pleasure 
of a complete electric kitchen.” 

This dealer handles the com- 
plete line of a well-known manu- 
facturer, including all such smal!- 
er devices as hand electric irons 
and mixers. When a prospect is 
supplied with advertising matter 
on all these various devices made 
iby the one manufacturer, she is 
again impressed with the advan- 
tage of an all-electric home. For 
besides kitchen equipment, this 
dealer also does a very large vo!- 
ume on radios and air-condition- 
ers. Right by the kitchen display 
in the store is the handsome air- 
conditioner unit, which is pushed 
every month in the year. 

“We try to make every customer 
feel that electricity is a serv- 
ant,” said Mr. Covey, “which 
should serve her in every possib'e 
capacity.” 

Carrying out his conviction that 
the woman wants complete service, 
Mr. Covey is doing an especially 
good job on washing machine mer- 
chandising by offering a comple‘e 
wash day ensemble. This includes 
a washing machine, 20 packages 
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Florida Water Heater 
Sales Win Award 


(Continued from page 9) 


and made presentations to a lim- 
ited extent. Another activity which 
paid big dividends was the partic- 
ipation in dealer sales training 
meetings and floor demonstrations. 

Advertising backed up the com- 
pany’s direct sales activities on all 
fronts. The advantages of use of 
the service were emphasized. 

This procedure lent itself well 
to dealer tie-in advertising in the 
newspapers. For dealers saw the 
value of identifying their names, 
locations and features of their ap- 
pliances along side of an ad that 
merely sold the use and invited 
prospects to “see their dealer.” 
Many ads stressed the fact that 

A wide range of home appliances are on display in the show rooms of water heating cost only about $2.50 
the Electric Appliance and Refrigerator Co. of Little Rock. a month when used along with an 

electric range and refrigerator. 

f soap powder, an ironing board, really sells more washers,” Mr. Tieing in with the newspaper 
24 clothes pins, two double tubs, Covey said. “And maybe our plan ads were three and four color 
nd an electric iron. Two dis- of schooling ourselves to talk the window displays that were run on 
lays of the “washer deal” are housewife’s own language falls schedule in all district offices, 
rranged, one in the window and _ right in line with our offering a_ billboards in metropolitan areas, 
ne in the store. washer ‘buy’ that includes every- and radio spot announcements ov- 
“The complete wash-day setup thing needed for laundering.” er six stations in territory served 











MAKES 
ALL TYPES 


P ARAGON 
makes a depend- 
able, precision 
unit for every time 
switch need. 
300 Series... 
Ideal for signs 
and general time 
G Series switch applica- 
tions. Just two exposed gears. 

G Series . . . Heavy duty, Synchronous. Designed 
for extra long, hard service. Indoor or outdoor models, 
with or without Sunday and holiday cutouts. 

Numerous other types available. Send for a com- 
plete catalogue. PARAGON ELECTRIC COMPANY, 
409 South Dearborn Street, Chicago, Illinois. 

Southern Representatives 
William E. Hopper George E. Anderson Co. 


357 Marietta Street, N. W. Santa Fe Building 
Atlanta, Georgia Dallas, Texas 


Large Stocks for Immediate Shipment in Atlanta and Dallas 


Need 77 ? Paragon 


TIME nels 











SIGNAL ELECTRIC MFG. CO. 


MENOMINEE, MICHIGAN 
BUILDERS OF CONTROL INSTRUMENTS SINCE 1905 





Brancl W. E. Hopper Geo. E, Anderson 
Offices: 357-50 Marietta St., Atlanta, Ga. Santa Fe Bldg., Dallas, Texas 
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But ... with Electricity you can’t 
See, Hear or Smell the leak. 


And that’s why you should have a 
mechanically as well as electric- 


ally perfect connection. 


A National Electric Gorilla Grip 
Connector will give you just that. 


Investigate. 


Rational 1 Electric 


PROOCOCTS CORPORATION 
300 FULTON BUILDING, PITTSBURGH, ‘PA. 


50 





by Florida Power and Light Co. 

Monthly, quarterly and annual 
prizes were offered to salesmen 
who accomplished the “Plus Sales 
Jobs” that were previously men- 
tioned. There were no specific 
water heating prizes but the $24 
E. A. R., that was credited for 
electric water heating sales (either 
through the company, or a dealer 
if covered by a lead), was a strong 
inducement to sell this service. 

Prize winners were publicized in 
the company’s monthly four-color 
mimeographed newspaper, “Polly 
Voo” which pictured the winners 
and carried stories of their in- 
dividual achievements as well as 
over all results for which district 
managers received prizes. 

A kitchen planning service was 
maintained in Miami for use 
throughout the state to help sell 
good prospects. Rough drawings 
of new kitchens, or old ones to be 
remodeled, were sent in and a step- 
saving kitchen plan was designed 
by an architect and sent to the 
field for use as additional sales 
ammunition. The plan showed ap- 
pliances (including lighting) and 
cabinet locations and was drawn 
to scale to fit the individual needs 
of the prospect. 

The company also prepared 400 
testimonial books for use by com- 
pany salesmen and dealers. Over 
250 testimonials were received 
from all parts of the territory 
served by the company. Each page 
would give the name and address 
of the customer, an exterior or in- 
terior picture of the house, how 
many were in the family, appli- 
ances in use, the average monthly 
bill and a signed statement by the 
customer telling of the satisfac- 
tion of use of electric service. 

A “Price Finder” was also pre- 
pared and distributed to company 
and dealer salesmen. This gadget 
showed the cost of various quanti- 
ties of kilowatt hours and also 
showed how little it would cost to 
use twice as much service. 

At the beginning of 1940, a 
dealer sales program announce- 
ment, “The Four Aces,” was dis- 
tributed to all electrical whole- 
salers and dealers. “The Four 
Aces” outlined in detail the four 
major aids that the company of- 
fered to appliance retailers. These 
aids included 


(1) Cheap Electricity 

(2) A Fair and Equitable Mer- 
chandising Policy 

(3) A Ripe Market 
analysis), and. 


(4) Direct Sales Helps 


(market 


District managers and special 
dealer sales development repre- 
senatives contacted dealers: at 
least once a month. They furnish- 
ed advance proofs and insertion 
dates of company advertising and 
assisted the dealer in many phases 
of his business. They also assisted 
in sales training and scheduled 
home economists to aid in dealer 
sales. Special kits were designed 
for use by these employees and 
were kept up to date throughout 
the year with reports from cur- 
rent sales magazines, market an- 
alyses and other articles of in- 
terest to dealers. 

Company leads were distributed 
equitably among all dealers. Proof 
of the quality of the leads and the 
dealer follow up may be seen from 
the fact that 16,100 major appli- 
ance leads were distributed to 
dealers, 6,950 of which were closed 
—or a batting average of 43%. 

Special dealer sales campaigns 
were also conducted periodically 
and leading dealers in each divis- 
ion were offered cash prizes. Each 
month a four-page printed news- 
paper, “The Sales Developer,” was 
mailed to all dealers and whole- 





In St. Louis, Hotel Mayfair is 
choice of seasoned travelers. T 
appreciate its downtown location 
enjoy its friendly, restful atmosp! 
courteous service, comfortable ro 
and its 'restaurants where fine { 
and drink are traditional. 


controlled radio. Rates: 50% o 
rooms $3.50 or less, single; $5.0 
less, double. 
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ig & ve au * St. Louis, Mo® 
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Every room has private bath, gi est: 
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Eames} HEATERS 








HOT or COLD 
WATER from /[' 
the SAME [3 
FAUCET—when «(ir (en's,, 


° f — 
you want it. (" { “— wa) 
© © © The Instanta- \-' in 
neous Electric Water fed HOT 4 
Heater is not a port- ‘WATE R/ 
able lamp socket de- — 
vice, but—as shown— I\ 
is a compact, self-con- | | 
tained apparatus 
(10%x4% inches). 

Quickly and inexpensively installed. Oper- 
ates on AC. 


Approved by Underwriters Laboratories, Inc. 


= DISTRIBUTORS WANTED 
Mfg. By THE ELECTRIC HEATER COMPANY 


BRIDGEPORT, CONNECTICUT, U. S. A. 


























THE SALES PRICE 


of an article is often from two to ten times 
its cost to manufacture. 


That one fact indicates the opportunities to 
increase sales and profits through better dis- 
tribution and merchandising. 


ELECTRICAL SOUTH, through its editorial 
pages, points the way along constructive lines 
and presents information, ideas, and plans 
based on the intimate contact of its editorial 
staff with the electrical utilities, dealers, and 
contractors of the South. Coming issues will 
contain many important merchandising articles 
relating to sales training, demonstrations, 
canvassing, appliance servicing, and displays; 
engineering features describing modern trends 
in transmission, distribution, and utilization ; 
and many items of special interest to electrical 
contractors on both practical and technical 
subjects. 


Take advantage of these valuable articles 
by reading your copy of ELECTRICAL 
SOUTH carefully each month. If you are 
not already a subscriber, it costs only $1.00 
for one year or $2.00 for three years. 


ELECTRICAL SOUTH 


GRANT BUILDING ATLANTA, GA. 
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IMPORTANT 


ON EVERY 





ain 
ONLY Sturtevant 


You get the last word in ventilating fan 
oe - construction—when you specify Sturte- 
vant. 


baits “elena You get the product of the World’s 
Largest Manufacturers of Air Handling 
Equipment. 














You get all of the advantages which only 
81 years of air engineering experience 
can assure, 


Sturtevant 
Kips lo ltt 


B. F. STURTEVANT COMPANY 
Main Office and Works: Hyde Park, Boston, Mass. 


Stocked and Distributed by: 


Wallvane NOLAND COMPANY, INC. 


Fan 
Durham, N.C. Lynchburg, Va. 
Raleigh, N.C. Rosslyn, Va. 
Winston-Salem,N.C. Roanoke, Va. 
Chattanooga, Tenn. Columbia, S.C. 
Birmingham, Ala. Spartanburg, S.C. 


Pressure 
Blower 


Atticvane 
Fan 


Montgomery, Ala. Washington, D.C. 
Newport News, Va. Hagerstown, Md. 
Ventilating Norfolk, Va. Atlanta, Ga. 
Set Richmond, Va. Macon, Ga. 





salers. This paper showed pic- 
tures of dealers who had accom- 
plished outstanding sales results 
or won prizes in campaigns. It 
also outlined unique sales ideas, 
presented up to date market an- 


alyses and compared merchandise 


sales figures for the month and 
year to date with the same period 
in 1939. In addition, it showed 
proofs of company ads that were 
to be run during the succeeding 
month. 

During 1940, a total of 14,400 
dealer interviews were made by 
company representatives which 
helped to develop 2,865 water heat- 
er sales through dealers. Total 
sales during the year were as fol- 
lows: 

Water Heaters Sold 1939 

Company 489 

Dealers 2041 

TOTAL 2530 


1940 

387 
2865 
3252 


This represents a gain of 722 
electric water heaters sold, or 
28% per cent. Twenty-eight wa- 
ter heaters were sold per 1,000 
customers in 1940 as compared to 
the national average of five water 
heaters. 





FINISH JOBS IN RECORD TIME 


Saves costly tape break- 


Reel gives good grip. See’ 


No. 


only $1.50. 


r 


FUSE PULLER 


IDEAL COMMUTATOR DRESSER COMPANY 


1017 Park Avenue 
“SALES OFFICES IN ALL PRINCIPAL CITIES” 


MILLIONS IN USE 
Thread onto wires just like a 
nut on a bolt. 

Strip Wires — ian On — 
That’s ALL! 

SAFE—No hot soldering iron 
or blow torch. 
Better electrically — 
mechanically. 
Sizes for all 
joints. 

Fully approved: listed by Un- 
derwriters’ Laboratories, Inc. 


Stronger 
common wire 


——3 


| 

Fish Tape . | 

Reel and Puller 7 
| 


fish tape under 


00 “Handy’’ size, 


OTHER IDEAL MONEY SAVERS 


FUSE REDUCER & 
FUSE 
CLIP ee 


CLAMP 


JOBBERS 


TEST-LITE ano FUSE PULLER 


SOLD THROUGH 


Sycamore, Illinois 
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R. B. Roberts, general sales man- 
ager, stated that he was perfectly 
satisfied with Florida Power & 
Light Company’s showing. For, as 
he said, “Our. results were good 
enough to place us in the running 
—but there’s still room for im- 
provement. We’re out after that 
first place this year.” 


News from the Field on 
Adequate Wiring Activities 


R. W. Wilson, manager of com- 
mercial sales, Kentucky Utilities 
Company, reports that the reaction 


to talks on adequate wiring has 


been very gratifying. Using a spe- 
cial A.W. display panel which he 
designed and built several months 
ago, Mr. Wilson has now held a 
total of sixty-five meetings with 
employees, contractors and others. 
His talk was also broadcast from 
Station WHLN, Harlan, Ky. This 
promotion has already resulted in 
a number of new adequate wiring 
installations and a still larger 
number of rewiring jobs. 
x * * 


Fifty adequately wired and cer- 
tified low priced homes are being 
built here in the Winfield Estates, 
under the supervision of Collins 
Brothers, contractors. They will 
be priced to sell at $3,750 and all 
are to be wired for electric ranges 
and water heaters. Dobbins Elec- 
tric Company handled the wiring 
installations. 


Effective Rural 
Electrification Program 


(Continued from page 7) 


proud to see its sponsored state 
winner cop one of six national top 
awards, a $200 college scholarship. 

To the West Virginia farm lad 
who is a member of the Future 
Farmers of America and who for- 
mulates and carries out the most 
outstanding farm program, beside 
showing signs of leadership in ag- 
ricultural activities, the company 
awards $100 in cash, its Star Farm- 
er Award. To potato growers in 
four counties who follow recom- 
mended practices in growing and 
marketing their crops go cash priz- 
es and special awards each year. 

Then, there’s “Farming for Bet- 
ter Living,” a page from the book 
of the mid-South’s great “Plant 
to Prosper” program of Tennessee, 
Mississippi, Arkansas, and Mis- 
souri. In 10 counties of its terri- 
tory, the utility, cooperating with 


extension workers and other farm 
groups, has set up a program em- 
bodying proved agricultural prac- 
tices and is awarding prizes to 
those farmers who approach near- 
est to the standards outlined. Ev- 
ery phase of farm life from com- 
munity activities and home beauti- 
fication to canning records are in- 
cluded. It’s a teaching practice 
in better farming that’s hard to 
beat, and the over 300 enthus- 
iastic families who took part last 
year and the improvements they’ve 
made to date are proof that better 
farming means better living and 
will surely mean better business 
for this utility in the future. 

At least a half dozen small dairy 
herd improvement groups owed 
their existence last year to the 
fact that the Monongahela System 
had brought purebred dairy sires 
into the territory and was distrib- 
uting the calves of these animals 
in an effort to improve dairy stand- 
ards. The state poultry conven- 
tion leaned heavily on the Monon- 
gahela System for program, fi- 
nance, and plans in 1940. Eight 
county farm bureaus called on 
the company to provide the pro- 








Tkennox 
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You'll like the Lennox in St. Louis, too. 
Here in a handy downtown loca- 
tion, you'll find cheery, comfortable 
surroundings ... sleep-inviting becs, 
famous food and drink...everything 
to make your stay pleasant. 

All rooms have private bath aad 
guest-controlled radio. Rates: 50% 
of all rooms $3.50 or less, sing'e; 
$5.00 or less, double. 


S| HOTEL ' 
9th . Werhitette ¢ St. Louis, Mo. : 


roy Parking and Garages 
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Are You Getting Your Share 


...1n COOLAIR’S 
New Profit Field? 


Alert Coolair dealers are now cashing 
in on big profit opportunities offered by 
America’s racing defense industries. Every 
day Coolair Industrial Exhaust Fans are being installed to breeze- 
condition factories and plants all over the country. 


Why not get your share of these Coolair 
Ca, profits? Write now for free catalogues and 


- JACKSONVILLE, FLORIDA 


Manufacturers . 
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franchise information. 
ANY DOMESTIC REFRIGERATOR 
Can be Made 
AUTOMATICALLY DEFROSTING 


With the ADJUSTABLE 


AUTOMATIC MODEL 110 


“Plug-in” Type ... No Installation 


TIME SWITCH 
LISTING AT ONLY $11.50 
Cuts Refrigeration Costs .. . 

Increases Refrigeration Efficiency 
Write for Information 


AUTOMATIC ELECTRIC MFG. CO. 


Mankato, Minnesota 
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EVERY HOME OWNER WANTS 
TO HEAT EXTRA ROOMS WITH HIS 
PRESENT HEATER 


HERE’S HOW HE CAN DO IT! 








FOR CIRCULAT- 
ING HEAT IN 
THOSE COLD 

ROOMS 





C. B. ROGERS 


ae JS 


ELECTRICAL HEATING ENGINEER 
CHROMALOX 
ELECTRICAL HEATING UNITS 


and 
CHROMALOX 
EQUIPPED PRODUCTS 


LC > 
1000 PEACHTREE STREET 
ATLANTA, GEORGIA 








RANGE UNITS 


Fit any electric range from a small 
stock of these units and do the job 


in a single service call. 


Pave the way 


to future range sales by using these 


super-performing units. Write 
“How to Sell More Ranges.” 


DALLAS, Texas—L. R 
C.—W. R. Phillips. 


SATLANTA, Ga.-—C. B. Rogers, 1000 Peachtree St. 
#Ward, 403 Southland Bidg. Annex, RALEIGH, N. 


for 


EDWIN L. WIEGAND CO., 7600 Thomas Bivd., Pittsburgh, Pa. 
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@ People who use room heaters, find them sufficient enough 
to take the chill off of their homes during the milder season 
but during the cold months one heater will not heat more 
than one room. 


The Skuttle Air Mover was designed to circulate heat from 
any type of room heater to 2 to 3 extra rooms in the home. 
Its principle is simple yet effective. The home owner installs 
it directly above the room heater in the attic (only the reg- 
ister shows) connecis 6” insulated stove pipe to the openings 
provided and directs them to the registers of the rooms he 
wishes to heat. Note the illustration above: it shows how the 
heat is circulated back to the heater warming the floors at 
the same time. 


This Skuttle Air Mover comes completely assembled with 
rubber mounted blower motor switch and register, and the 
twin blowers insure silent operation. For detailed informa- 
tion and prices see our local representative—listed below. 
H. M. Sawrie, Jr. 

P. O. Box 147 

Chattanooga, Tennessee 
Tennessee, Alabama & 
northern part of Georgia 


The Folsom Company 
509-15 Elm Street 
Dallas, Texas 

Texas 


T. C. Kitchen 
P. O. Box 1826 
Tampa, Florida 
Florida & Southern 
part of Georgia 


McGowin-Lyons Hardware 
& Sup. Co. 
113-125 North Water Street 
Mobile, Alabama 
Louisi & Mississippi 
Arkansas Virginia & West Virginia 


A er ym COMPANY 


lin nlioniisty Cyuipusniend 


4. FRANKLIN ST. . . 7 DETROIT, MICHIGA 


Fred H. Sides 

415 West 4th Street 

Charlotte, North Carolina 
North & South Carolina 


Southeastern Supply Co. 
128 West Olney Road 
Norfolk, Virginia 
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FORGED-IN STRENGTH 


URNDY 
CERVIT 


BURNDY ENGINEERING CO., INC. 


ATLANTA, GA W. R. Calverly 
TAMPA, FLA Pat Baldwin, Inc. 
SUMMERVILLE, 8. C.___J. P. Voight 
NEW ORLEANS, LA.-_-Electron Eng. 


Co., Ine 




























































REVERE ELECTRIC MFG. CO. 
Originators of the Hinged Dlocdiught Pote 


New REVERE 


DEFENSE LIGHT 


FOR AREAS OUTSIDE OF 
FENCES SURROUNDING 
ORDNANCE PLANTS, DOCKS, 
INDUSTRIAL PROPERTIES, 
OIL REFINERIES, YARDS, 
ETC. 


















Revere 180° 
manufac- Fresnel 
tures a Lens 


complete 
lineof Flag 
poles which 
are popu- 
lar in these 
times. Be 
prepared 
to handle 
this ‘busi- 
ness. Write 
for data. 


YOU CAN 
ALSO DO 
A BIG 
BUSINESS 
ON 


REVERE 
RIGID OR 
HINGED 
FLOOD- 
LIGH L 
POLES... 


Cash in on the big demand for defense 
and protective lighting. Revere Units 
offer you an opportunity for meeting 
rigid specifications. Many exclusive 
types to fit every requirement. 


Write for particulars. 

















gram at their annual meetings and 
the state farm women’s bureau 
had the company’s agricultural 
counselor on its program commit- 
tee. 

Special displays and special aid 
in staging the programs of the 
state buckwheat and strawberry 
festivals were noted in 1940 on the 
utility’s calendar. So, too, were 
showings of motion pictures on 
rural electrification in various 
sections. 

Electrical dealers in the terri- 
tory served by the Monogahela 
System, know that the utility’s 
programs are bringing them busi- 
ness—are thankful, too, for the 
dozen and one direct helps from 
the utility that play no small part 
in making sales. 

At the end of 1940, the company 
found itself with 11,499 farm cus- 
tomers, 12 per cent of all its users. 
Revenue from these customers in- 
creased by over $60,000 during 
1940, or 15.9 per cent. Meanwhile 
rates were coming down, and be- 
cause of increased usage the av- 
erage rate per kilowatt hour drop- 
ped four-hundredths of a cent dur- 
ing the year. 

This year has brought some im- 
provements in the rural extension 
plan, featured by lower guaran- 
tees and provisions for speedier 
elimination of minimum charges. 
Already the new plan is making it- 
self apparent and at the end of 
July, 1941, the company’s new 
users on recently negotiated lines 
topped the 2,000 mark. 

Hub of the entire Monogahela 
System rural organization is its 
“district representatives” plan— 
the jack-of-all-trades idea that has 
put the adage writers to shame. 
To a particular area where the 
rural users number from 450 to 
600, the Monongahela System 
sends an intellivent, well-trained 
individual whose job it is to read 
meters, make collections, sell ap- 
pliances and services, connect new 
customers, negotiate new exten- 
sions in the area, promote the com- 
pany’s services, take part in com- 
munity activities, make simple line 
and appliance repairs, and become 
a small public relations represen- 
tative for his employer—in short to 
take his place in that community 
as “the company.” Only in case 
of special work or an emergency 
do the customers see other utility 
representatives. 

The district representative may 
be a jack-of-all-trades. But the 
Monogahela System’s 30-odd rep- 
resentatives, while perhaps not 
“masters” in all their lines, never- 





theless are good enough to wai 
rant a sly boast from some con 
pany officials last year that th 
actual sales in these rural area 
of appliances and services wei 
sufficient to pay the represent: 
tives’ salaries and expenses, lea‘ 


ing the other duties which were 


performed as “profit” to the con 


pany. 
The Monongahela System hi: 


worked no miracles in setting u; 
prograni. 


its rural promotional 
With a limited number of custon 
ers and the type of territory 

serves, such could not be expec 
ed. But it has taken certain prove 
and workable practices and fund 
mentals, made a few 
ments and added some new wrin 
les, and through determinatio 
the right kind of supervision, an 





a 
3 


a 


improve- 


’ 


1 


skill is making electricity “work” 


for the farmer and his family 
West Virginia. 


itl 





Engineering Graduates 


for appraisal work on large elec- 


tric system. Must be available im 


mediately. Give full details and 
salary expected in first reply. 
Address “Advertiser” P. O. Box 


970, Fort Worth, Texas. 








WANTED AT ONCE 


Man, experienced on transformer wind 
ing. Permanent location for capable mar 
desiring change. State past employment 
and salary required first letter. Give ref 
erences. Address: P. O. Box 96, Mount 
Vernon, Illinois. 








FOR SALE 


G. E. Curtis Turbo-Generator, 375 KVA 
3 phase, 60 cycle, 2300 V, complete wit! 
switchboard, and in 


pumps, condenser, 
struments, in good operating condition 
Write — Accomack-Northampton Electri 


Co-operative, Parksley, Va. 








FOR SALE 


G E-A C Generator, 60 cycle, 3 Phas 
18.5 amp, 2300 V, 900 RPM, belt drivin 
can be used as symbronous motor, in go 


operating condition. Write — Accomac 
Northampton Electric Co-operatiy 
Parksley, Va. | 








MANUFACTURER’S AGEN’ 


with modern 22,000 square foot warehou 
desires a few additional electrical and 
automotive lines. Covers States of Vi 
ginia, North Carolina, South Carolina ar 
Tennessce. Can act as factory branch 


P. O. Box 1244, Charlotte, N. C. 








desired. Address Manufacturer’s 7 | 
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Through cooperation with leading manufacturers, E. S. 
makes it possible for you to secure the following Helpful Book- 
lets, Reference Bulletins, Handbooks and Catalogs, without 
cost or obligation. Check the list, fill in the coupon and mail to 
ELECTRICAL SOUTH, Grant Bldg., Atlanta, Ga. 





102. BUSDUCT AND ACCESSORIES—This 
ixteen-page booklet gives complete descrip- 
ve data and specifications on Busduct Dis- 
ibution Systems for Light and Power. Of 
articular interest is the suggested specifica- 
on for Feeder Busduct Distribution Systems. 
rank Adam Electric Company, St. Louis, Mo. 


104. SHOP EQUIPMENT—Shop Boxes, 

tacking Boxes, and Taper Pans for hand- 
ng and storing small parts. Tool Boxes, Tool 
abinets, and Bench Drawers. Illustrated cata- 
g shows many uses. All-Steel-Equip Co., 
\urora, Ill. 


105. COOLAIR HOME-COOLING FANS— 
FORM 141—Complete descriptions of 1941 
Coolair single and twin attic fans, window fan 
ind new automatic ceiling shutter. Also con- 
ains valuable installation suggestions. Desig- 
ated as Form 141. American Coolair Corp., 
Jacksonville, Fla. 


108. AMARINE NON-LEADED SUBMA- 
RINE CABLES—FORM 6118—An attractive, 
16-page booklet on Submarine Cables, with 
illustrations of various applications and de- 
scriptions of typical installations. Copies may 
be obtained by writing the American Steel & 
Wire Co., Rockefeller Bldg., Cleveland, Ohio. 


110. AUTOMATIC FLASHERS — A com- 
plete line of Flashers including all types and 
rrangements of circuits for every conceiv- 
able flashing effect. These include both stand- 
ard, or heavy-duty models, and a line of 
Utility models which are just as ruggedly 
constructed and as durable, but are designed 
for small loads where the more expensive 
stallations of heavy-duty Flashers are not 
" a Automatic Electric Mfg. Co., Man- 
kato, Minn. 


112. TELEPHONE & CODE CALL 
QUIPMENT—A new Bulletin No. 108 is 
available describing the new Couch “Auto- 
1one” System of automatic telephones which 
corporates valuable features among which is 

Code Call circuit which may be used in 
conjunction with the telephone system. This 
system is designed for industrial, commercial 
and institutional buildings. S. H. Couch Com- 
pany, Inc., North Quincy, Mass. 


113. INTERPRETING THE NEW CODE 

TERMS OF NEW BUILDING WIRES—A 

w booklet describing the rulings on thin, 

heat-resisting and synthetic insulations are 

carefully simplified. The ratings of the new- 

i types of wires and the new 

Type R are graphically shown in 

ales for both the new and rewiring classes 

work. General Cable Corporation, 420 Lex- 
rton Avenue, New York, N. Y. 


114. IDEAL PRODUCTS CATALOG — A 
cial 25th anniversary catalog has just 
ued describing the complete line of Ideal 
oducts. Electrical Contractors, Motor Re- 
nders, and Industrial Maintenance Electric- 
18 will be particularly interested in this 
nprehensive publication. Ideal Commuta- 
Goaeeer Co., 1270 Park Avenue, Syca- 
re, 3 


115. FLUORESCENT LIGHTING ACCES- 
)RIES—Spring Bulletin No. 2, describing 
d illustrating complete Lloyd line of Fluor- 
cent Lamp Holders, Starters, Starter Sock- 


ets and Holder and Socket combinations. 
Lloyd Products Company, Providence, R. I. 


117. MECHANICAL CONNECTORS—First 
Aid for electrical systems through the use of 
mechanical connectors is the subject of an 
interesting twenty-page booklet now available. 
In addition to specific construction and sales 
of the new “Gorilla Grip,” this booklet de- 
scribes a wide range of mechanical connectors 
for every size and purpose. National Electric 
Products Corp., Pittsburgh, Pa. 


120. SQUARE D COMPANY announces the 
Spring issue of the Square D Digest, dated 
April, 1941. This condensed catalog contains 
listings and the latest prices of many Square 
D products, including Safety Switches, Service 
Equipment, Multi-breakers and other Circuit 
Breakers, Panelboards, Motor Control and 
Pressure Switches. Square D Co., Detroit, 
Michigan. 


121. NEW WIRE CATALOG—A new cata- 
log just issued by the United States Rubber 
Company contains complete specifications for 
every type of building wire and cable—single 
conductor and multiple conductor, rubber in- 
sulated and synthetic insulated, fibrous cov- 
ered and lead covered. United States Rubber 
Co., Rockefeller Center, New York, N. Y. 


125. Y. P. §S. SINKS—Folder No. 1056 
shows the complete line of eleven sinks now 
manufactured by this company. These eleven 
sinks vary in price from the lowest priced 
sink of standard specifications to the greatest 
dollar value in 66-inch double bowl] sinks. 
Youngstown Pressed Steel Division of Mullins 
Manufacturing Corp., Warren, Ohio. 


127. MOTOR CONTROL APPARATUS— 
“Arrow—H&H” catalog No. 8, 94 pages list- 
ing Magnetic and Manual Starters, Push But- 
ton Stations, Enclosed Switches, Relays, Serv- 
ice Equipment and Circuit Breakers. The Ar- 
row-Hart & MHegeman Electric Company, 
Hartford, Conn. 


129. BULLETIN 403 on BullDog enclosed 
bus bar system of electrical distribution for 
commercial and industrial use. Forty-four 
pages of construction details, applications, di- 
mensional data and technical charts. BullDog 


Electric Products Co., 7610 Jos. Campau, Ave., 
Detroit, Mich. 


140. WIRING MATERIALS: A series of 
folders on different G-E Wiring Materials are 
available, including: Pub. No. 54-4102-1 on 
wiring devices; Pub. No. 58-4106-1 on Type 
RW wire; Pub. No. 58-96 on rubber-insulated 
building wire; Pub. No. 58-4014F-1 on Flam- 
enol Type SN wire; Pub. No. 54-814-1 or 
fuses; Pub. No. 53-408 on conduit boxes; Pub. 
No. 53-402 on conduit, BX, BraidX, etc.; Pub. 
No. 54-83 on mercury switches; Pub. No, 54- 
63-1 on branch-circuit circuit breakers; Pub. 
No. 51-4118 on G-E Home Wiring. General 
Electric Co., Appliance and Merchandise Dept., 
Bridgeport, Conn. 


141. NEW FLUORESCENT BOOKLET — 
“How to Speed Sales with G. E. Fluorescent 
Lighting.” This booklet reviews the progress 
of lighting since the year 1602 up to the pres- 
ent time and is completely illustrated with 
pictures, charts and recommendations for 
modern fluorescent illumination. Lamp De- 
partment, General Electric Company, Nela 
Park, Cleveland, Ohio. 


143. CELL STRUCTURES AND DOORS: 
Technical Data Series 426 contains complete 
information on Trancell, lightweight, fire- 
proof sheet material for housing electrical 
equipment. Various types of materials and 
typical constructions are included. Johns-Man- 
ville, 22 East 40th Street, New York, N. Y. 


147. TIME SWITCHES: Bulletin on New 
800 Series. The only Time Switch with just 
two gears in the open—all others operate in a 
sealed oil-filled chamber. Dust proof. Ideal 
for signs and general time switch applications. 
Paragon Electric Company, 409 South Dear- 
born Street, Chicago, Ill. 


LITTLE GIANT RELAY—A new small 
Relay for use on A. C. or D. C. is described 
in a Ward Leonard Bulletin No. 105. The 
Relay is available in single pole, single or 
double throw contacts. On standard freq 

coils can be obtained for 6 to 230 volts. Com- 
plete information on contact rating is given 
in the bulletin. Ward Leonard Electric Co., 
Mount Vernon, N. Y. 


148. 





150. ELECTRIC HEATING UNITS AND 
EQUIPMENT—Chromalox Catalog 38 contains 
64 pages of illustrated descriptions and speci- 
fications of standard Chromalox units designed 
for all industrial applications of electric heat 
requiring temperatures up to 1000° F.—also 
valuable information for calculating heat re- 
quirements, etc. Edwin L. Wiegand Company, 
7600 Thomas Boulevard, Pittsburgh, Pa. 


153. AC WATTHOUR METERS—This new 
48-page bulletin features AC watthour meters, 
including single phase, single disk 2, 2%, and 
8 element; meter and time-switch combina- 
tions; maximum demand registers; and acces- 
sories. Design and construction details are 
described and illustrated and views of assem- 
bled and disassembled component parts are 
shown. The booklet contains connection di- 
agrams, outline dimensions, and prices. Ask 
for bulletin No. 97. Sangamo Electric Co., 
Springfield, I. 


154. BULLDOG ELECTRIC PRODUCTS— 
Condensed catalog No. 411, dated May, 1941, 
has just been issued and includes specifica- 
tions and price data on a wide range of 
products, such as safety switches, service 
equipment, lighting panels. switchboards, and 
other devices. Bulldog Electric Products Co., 
7610 Jos Campau Ave., Detroit, Mich. 
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Please send to me without obligation, free booklets No. 


described 
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ADV VERTISE EIR’S IN DEX 


The Advertisers’ Index is published as a convenience, and not as a part of the advertising contract. 
Every care will be taken to index correctly. No allowance will be made for errors or failure to insert. 
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Adam Electric Co., Frank 
All-Steel-Equip Co., Inc. 
Aluminum Co. of America — 
American Coolair Corp. . 53 
American Steel & Wire Co. ” 
Anaconda Wire & Cable Co. 

Arrow-Hart & Hegeman Electric Co. 

Associated Business Papers, Inc. 

Automatic Electric Heater Co., Inc. 

Automatic Electric Mfg. Co. 


B 


Briegel Method Tool Co. 
Bryant Electric Co. 

Bull Dog Electric Products Co. 
Burndy Engineering Co., Inc. 
Bussman Mfg. Co. 


_Inside Front Cover 
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Chicago Transformer Corp. 

Columbia Steel Co. 

Couch Co., Inc., S. H. 

Crescent Insulated Wire & Cable Co., Inc. 
Curtis Lighting, Inc.__ 

‘> 
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Dolph Co., John C. 


E 


Edison General Electric Appliance Co. 
Electric Heater Co. ; 
Electric Vacuum Cleaner Co. 


F 


Frigidaire Division 


CG 


General Cable Co. eee 
General Electric Co. (Fluorescent Lighting) 
General Electric (Fluorescent Holders & Starters) 
General Electric Co. (Insulating Materials) _- 
General Electric Co. (Lamps) ; = 

General Electric Co. (Refrigerators) _ 
General Electric Co. (Water Heaters) _- 
General Electric Co. (Wiring Materials) 
Glass Coffee Brewer Corp. ; 
Globe Lighting Fixture ome Co. 
Graybar Electric Co.__ Eminedtie 
Greenlee Tool Company : 

Gross Chandelier Co. 

Guth Co., Edwin F. 
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Hazard Insulated Wire Works 
Herwig Co., The._____- 

Hotel Lennox ______- 22 
Hotel Mayfair Bene et 
Hubbard & Company 
Hunter Fan & Ventilating Co., Inc. 
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Ideal Commutator Dresser Co. 
Illinois Electric Porcelain Co. 


Johns - Manville 


Kelvinator Division 
Knox Porcelain Corp. 


L. 

Landers, Frary & Clark 
Linemen Protector Co. 
Lloyd Products Co. 


M 


Mitchell Mfg. Co._- 
Modern Kitchen Bureau 


N 


National Electric Products 
National Transformer Corp. 
Noblitt-Sparks Industries, Inc. 
Norge Division_- 


O 


Okonite Company 


P 


Paragon Electric Co. 
Premier Division 


R 


Revere Electric Co. 
Rogers, C. B._-___- 


." 


Sangamo Electric Co.___- 
Sherman Mfg. Co., H. B. ae. 
Signal Electric Mfg. Co.________. 
Silex Company____—__-_-_-- 
Skuttle Sales Co.__ 

Sturtevant Co., B. F. 

Square D Company_- 


U 


United States Rubber Co. 
United States Steel Co. 
Uptegraff Mfg. Co., 


W 


Walker Brothers____ 

Ward Leonard Electric Co.___- 

Westinghouse Elec. & Mfg. Co. (Full Line) __ 
Westinghouse Elec. & Mfg. Co. (Ranges) 
Westinghouse Elec. & Mfg. Co. (Refrigerators) __- 
Westinghouse Elec. & Mfg. Co. (Water Heaters)__- | 
Wiegand Co., Edwin L 53 
Wiremold Company 
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Youngstown Pressed Steel Division 
Youngstown Sheet & Tube Co._________-_-_____ 
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